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GREATEST SALES GAINS 
IN ALL EDWARDS’ HISTORY! 


From January through August of 1939 
Edwards Fine Junior Footwear Sales are 
34% ahead of the same period of 1938! 












This Indicates Fast Turnover — Profits — For 
Edwards Dealers ... Opportunity For You! 


Edwards dealers are “sizing up” oftener . . . are selling more 
Edwards Shoes. Leading retailers are joining the ever-growing 
list of Authorized Edwards Agencies. 


WRITE TODAY FoR YOUR COPIES OF 
EDWARDS NEW FALL CATALOGS 


A penny post card will bring you these valuable catalogs by 
return mail — without obligation. You'll see why prominent 


retailers call the Authorized Edwards Agency their most profit- 
able asset. 

This valuable Edwards franchise may be available to you for 
your city. Write at once and we'll let you know by return mail. 















J. EDWARDS & COMPANY 
314 NORTH 12th STREET e PHILADELPHIA 


Made Like Costly Adult Shoes to Insure 
Finer Fit . . . Better Wear . . . More 
‘ Attractive Appearance 
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S°TJHERE is no loyalty greater 
than that of a satisfied mother. . . . 
More than any other division of the 
shoe ‘industry, the children’s busi- 
ness depends for its success upon 
the loyalty and the repeat business 
of the mother. Such loyalty is built 
upon faith in your merchandise, 
belief in your service, satisfaction 
with your values. 





“That is why the retailer who 
attempts to build his children’s shoe 
business upon price alone—builds 
on shifting sands. Competition can 
easily undermine him. But the man 
who builds on the health appeal— 
strikes a responsive chord in every 
mother’s heart. For what is nearer 
to her heart than the health of her 
little boy or girl.” So says Dr. A. 
Posner Shoes. 


* 7 * 


J. GRUNFELD of Grunfeld’s 
Shoe Store in Philadelphia, Pa., 
says: 

“Business ethics have changed 
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greatly since the horse and buggy 
days. There seems to be too little 
effort today to build up a ‘solid 
business.’ The average shoe man 
today is trying to become success- 
ful by outsmarting the other fel- 
low. The average manufacturer 
tries to make his money on his help 
rather than from his customers and 
the average retailer tries to make 
his money on his creditors, rather 
than from his customers. 
“Customer and seller relationship 
today is not on a trustful or sincere 
basis. Now, more than ever, applies 
the old saying: ‘Let the buyer be- 
ware. This condition exists not 
only in our industry but in all small 
goods trades. We alone cannot 
correct it, it is a trend of the times. 





What can we do about this? I 
leave that to greater minds than 
mine. 

“As a young fellow in an old 
business, I say—Oh, for the good 
old horse and buggy days, when a 
man could be taken at his face 
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value, believed by his word and 
trusted over his signature.” 


WALLACE McBAIN, of Wein- 
stock Lubin & Co., Sacramento, 
Calif., says: 

“The profit-making store, and I 
believe that is what we are trying to 
operate, must build its activities on 





this one premise: How can we suc- 
cessfully take care of the wants of 
our customer? She is the QUEEN 
of our business. Our advertising is, 
or should be, directed to her, all 
selling ideas pointed to her. Let’s 
do something about these things we 
know we should do. . . . Don’t be 
afraid to start something now! Don’t 
just sit by and let the other fellow 
think up new ideas and new meth- 
ods! 

“It’s nice to doll up our store. Put 
in new fixtures, new lighting, new 
air-conditioning, and many other 
new ideas and gadgets. But, let’s 
stop, look and listen, along the way. 
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Make your changes profitable ones. 
Our average customer has been with 
us many years, and we must not 
disturb her regular visits to our 
store. 

“At all times keep this thought 
foremost in our minds: “That we 
are in business to make a profit, and 
no sale, no matter how large, is a 
good sale without profit . . . and we 
caw only have profitable sales when 
we know what our average customer 
can profitably buy. The price of 
the gun never hits the bull's eye. 
The bang seldom rattles the bells. 
It’s the hand on the trigger that cuts 
the real figure. The aim’s what 
amounts. That’s what makes records 
count. Are you hitting or just 
wasting shells?” 


CLAUDE H. DANIELS of Port- 
chester, New York, who brought 
perfection to the all-over perfora- 
tion of shoes by the invention of 
a machine to do the work with speed 
and certainty, took a trip to Cali- 
fornia to see the San Francisco Fair 
—thereby making himself a “Thirty- 
Niner” with two Fairs credited to 
his foot work. He says: 

“Travel broadens! I picked up a 
few new ideas that we can use in 


the shoe business. One of them is 


a new letter perforating system. 


whereby any name, slogan, etc. can 
be perforated right on the shoe. If 
the public wants to be individual, 
here it is. 

“Tll be back in time for the 
Leather Show.” 


. 
' 
' 
‘ 
, 
‘ 


s 





DR. PAUL H. NYSTROM of 
the Limited Price Variety Stores 
Association said recently: “Fashion 
was considered as a quality only of 
high-priced merchandise, while to- 
day it is a necessary factor of goods 
at every price.” 

In this connection he outlined 
three steps in the merchandising of 
fashion goods as follows: (1) The 
determination of what present fash- 
ions and fashion trends are. (2) 
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‘s Anabasis . . . 
—The translation of which is: “and 
on- 


wa 
—That famous old Greek General 
had reverses and defeats and 
ee just By we b a 
aving today, but “the next day 
yey ope a 
—This poor 
of ours, harassed mayen and 
rumors of war, and all the evils 
that go with social and economic 
upheavals, is inclined to be a 
bit disillusioned to say the least. 
—But what is happening today has 
happened all through history, 
and when the new chapters are 
written the sum total invariably 
= to progress having been 


e. 
—As with old Xenophon—"and the 
next day he marched onward." 


OS ee 


President 





Preparation of a plan to buy and 
sell with the fashion trends, with 
due allowance for the stocking of 
goods according to their degree of 
fashion certainty. (3) Preparation 
of stock in accordance with the mer- 

Dr. Nystrom said that the last- 
named meant the provision of goods 
in the right styles, in suitable quan- 
tities, in the various classifications 
and at prices which customers can 
and are willing to pay. 


BD. V. SWING of Swing’s Boot 
Shop, Bartlesville, Oklahoma, says: 
“For years I have tried to hold 


back the ‘forcing’ of a season in my 
community; but with little or no 
success. Each season some retailer 
will figure to beat his competitors 
to the ‘draw’ and the result is, all 
will get in and show merchandise 
for the run ahead, when we have 
not finished the run at hand. 

“We start right out at the begin- 
ning of the year to spoil it—for 
ourselves. We show whites long be- 
fore the public is ready for them, 
and what is the result? About the 
only thing we do is to curtail the 
sale of dark ones. How many times 
have we heard customers remark: ‘I 
see you starting to show whites, so 
I guess I will just wait and not buy 
the dark shoes.’ Then, we follow 
up that blunder with another one. 
We plan to have our white stock 
down by July 1st,—what should be 
the heart of the white selling. We 
start our white sales at the time 
when we should do our peak selling 
at a profit. 

“And again, as one blunder fol- 
lows another, we are through with 
our white sale in July and there is 
nothing to promote but Fall shoes. 
We would question a woman’s san- 
ity if she came out in August, tem- 
perature 110, wearing a fur coat, 
yet we show her shoes suitable for 
that wear. 

“It strikes me it is about time for 
shoe men to quit tearing down their 
own playhouse and your editorial 
is most timely and sensible. In com- 
mending you for it also goes my 
hope that every shoe man reads it 
and meditates.” 





ANN unusual gift—a share of Amer- 
ican Telephone and Telegraph Co. 
common stock, has been presented 
to the Nunn-Bush Shoe Company 
of Milwaukee by Goldsmith Hall 
Conant, Jr. of Albany, New York. 
Mr. Conant was so impressed by 
Henry Nunn’s plan of guaranteeing 
his employees’ annual wages, that he 
wrote: 

“I want you to know that thc 
frequent friendly references to your 
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democratic organization have not 
been lost on the usually apathetic 
public.” He continued by saying 
that he wanted Mr. Nunn to know 
that his generosity “at your own 
expense is a mature stand against 
the usual discrepancy between the 
arbitrary employer and the em- 


“If you will bear the torch before 
the world, if you will pursue indus- 
trial justice for other factories, now 
that it is established in your own, 
you will have contributed more to 
the welfare of mankind than all the 
moneyed foundations and rich bene- 
factors put together.” 

Mr. Conant asked that the sum 
be used as a prize “for the worker 
who each year has done most, in 
the judgment of his fellows, to pro- 
mote kindly employer-employee re- 
lationship.” 

- . * 
W. RUSSEL WERNER 
of Frank Werner Company, San 
Francisco and Oakland, Calif., says: 

“It might be a good idea to try 
and create a new season for the 
months of November through» Feb- 
ruary. I think that the idea behind 
this program is good, but, frankly, 
I believe it would be difficult to put 
over for the following reasons: 

“(1) November is an ideal Win- 
ter month which can be used for the 
promotion of Winter shoes, and 
these shoes could be something other 
than suede. 

“€2) December is an ideal month 
for evening slipper promotions, 
along with the presentation of 

“(3) January, of course, is the 
semi-annual sale month and a mer- 
chant almost needs this month to 
clear his stock. 

“(4) February then can be used 
for the presentation of early Spring 
shoes, and, of course, on the Pacific 
Coast this is not too early because 
we even sell Spring shoes immedi- 


_ ately after January Ist.” 


o + * 


- AN “Industrial Market Data Hand- 


book” which the Department of 
‘Commerce hopes will guide busi- 


ness in establishing new sales ter- 
_ ritories or reappraising old ones, 
__ ‘was put on sale at $2.50 a copy. 


The handbook, the first of its kind 
to be published by the Government, 
contains data on industrial pro- 
duction, employment, value of 
products, cost of material, fuel and 
power and output per wage-earner 
by counties and large cities for 





1935. The handbook is being 
boomed by the Commerce Depart- 
ment as useful for setting up sales 
and production quotas, planning 
sales and advertising campaigns, 
and deciding on channels of dis- 
tribution “likely to be most profit- 
able to the manufacturer.” Orders 
can be placed with the Superin- 
tendent of Documents in Washing- 
ton or with any district office of 
the Bureau of Foreign and Do- 
mestic Commerce located in prin- 
cipal cities. 

W. J. CRAWFORD of Crawford 


Shoe Stores, Peoria, Illinois, says: 























“For the past five years we have 
been featuring late Fall and early 
Spring models, usually receiving 
them about the middle of December. 
This has greatly improved our mark- 
up for January and February’s sell- 
ing—as not all customers want 
clean-up goods even in January and 
February. I highly indorse the 
fourth season in the shoe business.” 


7 7 * 


WALDOFF’S of Hattiesburg, 
Miss., tell us: “Fair paid labor 
creates good business and a mar- 


ket for better shoes.” 


. . . 


Hi. E. BROWN, assistant manager 
of the University district branch of 
Nordstrom’s Shoe Store, Seattle, 
Wash., says: 

“Business has shown a nice in- 
crease this year. I think it is because 
of the optimistic attitude of the 
people. They want better merchan- 
dise. For instance, people are now 
buying $7.00 and $8.00 shoes who 
formerly bought $4.00 shoes. Conse- 
quently we are stocking more of 
those shoes.” 


























“Those new salesmen are go-getters.” 
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L. E. LANGSTON 


Executive Vice-President of N.S.R.A-. 
and Style Conference Chairman. 


HARRY E. FONTIUS 
President, National Shoe Retailers 
Association 





STYLE CONFERENCE 
PROGRAM 

OF VITAL TRADE 
INTEREST 
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Speakers te Discuss Prob- 
lems of Merchandising in 
the Light of Today’s Fast 
Meving Drama, with a 
View to Determining Sound 
Ceurse of Precedure for 
the Immediate Future 


ALBERT WACHENHEIM, JR. 


Of Imperial Shoe New Orleans, 
Chairman Women’s” gy oe 
mittee. 


JOSEPH T. GEUTING, JR. 


Of Geuting’s, Philadelphia, Chair- 
man Men’s Style Committee. 


N.S.R. A. STYLE CONFERENCE 
Waldorf-Astoria Hotel, New York, September 18 and 19, 1939 


OFFICIAL PROGRAM 


10 A.M. MONDAY, L. E. Langston Presiding 
Color Identification Harry E. Fontius, President, 


The War and the Leather Market .... . Merrill A. -Watson, 


Executive Vice-President, Tanners Council of America 


War and Business in General .....John H. Van Deventer, 
Editor-in-Chief of Iron Age (A Chilton Publication) 


The Need for Readjustment in Selling 
Men’s Shoes ... Joseph T. Geuting, Jr., Philadelphia. 


California Fashion Trends Miss Frances Scully, 
Hollywood Fashion Edtor for N.B.C. 


The Relationship of the Retailer to 
the Tanner .. .George H. Mealley, Exhibits Chairman 


The Fashion Outlook for Spring 
Miss Esther Lyman, Merchandise Editor, Harper's Bazaar 


FASHION AND FOOTWEAR ON REVIEW 


1. SHOES IN THE NEWS—Featuring shoes to be seen 
in the ads and in leading fashion promotions. Each shoe 
will represent an outstanding type as promoted in what- 
ever price line the retailer chooses. 

2. SHOE CUSTOMER TYPES—Featuring five familiar 
types of “shoe customers” and the shoes you will be selling 


them. Best seller “bread-and-butter” shoes as well as 
“glamour” shoes will be presented on the runway. 

3. MID-WINTER SEASON SHOES—Featuring smooth 
leathers for day, and the most glamorous evening shoes 
available for November, December and January selling. 

4. SHOE SHADES OF SPRING—In which the six official 
leather colors for Spring will be presented. 

Miss Jerry Johnson .......... Director of Fashion Show 
Miss Virginia Pope, Fashion Editor, 
New York Times 


STYLE CONFERENCE COMMITTEE MEETINGS 
MONDAY, SEPTEMBER 18, 1939 
2:00 p.m. 


MEETING OF MEN’S SHOE STYLE COMMITTEE 
Jade Room—3rd floor 


JOSEPH T. GEUTING, Jr.—A. H. Geuting Co., 
Philadelphia, Pa. 


Chairman, Men’s Shoe Style Committee 


TUESDAY, SEPTEMBER 19, 1939 


10:00 a.m. 


MEETING OF WOMEN’S SHOE STYLE COMMITTEE 
Jade Room—3rd floor 


“THE COURT OF SHOE STYLE OPINION” 


ALBERT WACHENHEIM, Jr.—Imperial Shoe Store, 
New Orleans, La. 


Chairman, Women’s Shoe Style Committee 


2:00 p.m. 
MEETING OF CHILDREN’S STYLE COMMITTEE 
Jade Room—3rd floor 


Mrs. MARY BROUWER FINLEY— 
S. J. Brouwer Shoe Comany— 
Milwaukee, Wisconsin 


Chairman, Children’s Shoe Style Committee 
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First Speeulative Wave Lifts Hides 
HEAWY LEATHER MARKET UP 


Active Trading in War Futures Discounted by Lag in Retailing 


The first few days following the war declaration found the stock market and 
the commodities markets boiling with activity—a decided contrast to the 
situation twenty-five years ago when the first World War was declared, for 
at that time the stock market and the commodities slump heralded the 
economic opinions on war as waste. Back in 1914, the leather markets were 


slow to rise. 


This week, to the contrary, the hide market and all other commodity 
markets and the stock market took a speculative lift which, in the case of the 
hide market, was an advance each day of the full 200 point trading limit set 
by the Exchange. In other words, each day the board was pegged to a two 
cent rise and no more. The speculators are “in”—prices rise sharply in all 
primary goods because of war influences. All this in spite of the fact that 





SPECULATIVE buying of futures, based solely on the 
belief that the European war is going to bring a sharply 
increased demand for hides and leather, has advanced 
prices from 3 to 4 cents per pound in three days of 
active trading on the New York Hide Exchange. 

The net result in the leather market has been to bring 
all buying and selling to a complete standstill. 

Tanners cannot buy hides even though they may wish 
to because the packers who own the hides refuse to sell 
at prices which the tanner has offered—a price, it may 
be stated, considerably higher than that which prevailed 
at the middle of the week ended September 2. Nor will 
the packer name a price at which he will sell. There- 
fore, the tanner, in turn, not knowing what his hides 
will cost, cannot quote prices on leather to be made 


from those hides. Few of them are currently carrying 


any large quantities of raw stock and must buy hides if 
they are to make leather. The tanner, with some few 
exceptions, has followed the lead of the packer and has 
withdrawn listed prices on his finished stock. 

The general belief in the leather market of Boston is 
that the speculative enthusiasm as manifested in soaring 
prices of hide futures is more than apt to be translated 
into higher leather prices in the near future when buy- 
ing and selling are resumed. 

There is no talk of “profiteering” among leather mer- 
chants—again with a few exceptions as witness the man 
who offered to make delivery to a prominent Boston 
shoe manufacturer at an advance of twenty-five per cent 
over the price obtained for the last lot and was turned 
down by the manufacturer with the caustic comment 


there are few tangible orders for goods for production immediately. 
By JOHN F. W. ANDERSON and OWEN A. THOMAS 





that he knew of nothing which had happened, either in 
this country or in Europe, which justified an advance 
of that magnitude “over night.” 

The truth of the matter seems to be that the tanner 
desires nothing more than to sell his merchandise on a 
replacement basis. To date, they have been able to find 
no way of determining what that basis is. Nor will they, 
until some tanner, with orders on his books and in real 
need of hides, goes into the open market and makes a 
deal. For the past several days, it is significant to note, 
there have been no such sales recorded. 

In the meantime, Boot anp SHoE ReEcorpDER has 
gathered the first opinions of a number of key men in 
the heavy leather division of the industry. 

Ralph L. Pope, President, Northwestern Leather Com- 
pany—“Taking into consideration what has happened 
to the hide price structure since the end of last week, 
the only possible course of action is for us to call on 
our customers who have placed orders with us, ask 
them what they need at the present time and then see 
if we can get it for them. We must, of course, fill these 
orders at a price formerly agreed on before the ad- 
vance. The next move is to do nothing—just wait until 
the market gets to a point where we can buy and 
sell—which we cannot do now. Packers have withdrawn 
from the market. There are no offerings. Many tan- 
ners, I understand, have followed suit. They cannot 
well do otherwise. The price trend in the immediate 
future is upward; but no prediction of the extent or 
duration of the rise can possibly be made. Too many 
[TURN TO PAGE 28, PLEASE] 
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SIGNPOSTS 
TO FALL 


A Coordination Guide 
For The New Colors 


EVERY shoe retailer has two things on his mind in this month 
of September. Leathers for Spring . . . six months away. Shoes 
for Fall . . . to sell right now. This coordination guide, which 
will be carried on through several issues, is concerned with the 
immediate present . . . and how to cope with color for the 
weeks just ahead. 

Color schemes for Fall look two ways, too. We call the two 
dominant color “signposts” the “Fiery Colors” and the “Cloudy 
Colors”: bright, intense colors versus soft, muted shades . . . 
representing two violent extremes in color thinking. The world 
is thinking two ways, too. On the one hand, there’s the excite- 
ment of war in the air, flags flying, men marching. On the 
other, there’s a sombre note . . . clouds on the horizon, a seri- 
ous, thoughtful vein. 

So, we have the Fiery Colors . . . high-pitched and exciting— 
more than ever daring in their combinations. With these, 
comes your opportunity to sell the colored shoe. And 80, too, 
we have the cloudy colors . . . soft, toned-down shades. Browns, 
smoky greys, misty blues, off-blacks. Costumes of these subtle 
tones, merging into each other, blending with fur tones. Here 
you have the chance to sell the shoe of soft subtle color. 

And, of course, much of the time you'll be in the middle of 
the road, selling black . . . to go with anything and every- 
thing. But, give a thought to the extra pair . . . and how you 
can put the costume colors of the current season to work to 
make more business for you. 


SS See 


Boot and Shoe Recorder Feature 
« on Cestume Coordination fer the 
: Current Selling Season 
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THE plaid’s the thing this Fall, so says Paris. And so also says 
America. And “fiery” is the only word to describe the color combina- 
tions in some of these plaids. Take, for instance, the most talked of 
contrast being used at the moment—the brilliant red and deep green, 
called “Robin Hood” by Lelong. Imagine a woman who has just bought 
a three-piece suit, like the one shown here, in a red and green plaid, 
combined with red or green in plain jacket and long coat. Suppose 
this woman comes in and wants shoes to go with it. Are you going to 
let her leave the store satisfied with a pair of black or dark brown 
shoes? No, of course not. Not even if she is the most conservative 
shoe customer you have ever had. The fact that she has bought a cos- 
tume in these daring colors shows that she is alert to high style costume 
colors and is probably ready to adopt a new philosophy in shoe colors 
also. So, get out a pair of matching red or green shoes and see what 
she thinks of them. She may not be as startled as you expect. Any- 
way, the experiment is worth trying. You can point out to her the 
style importance of such a coordination and also the actual need for 
such color changes to vary a costume which she will be wearing a great 
deal all through the Fall, both in and out of town. 

And take any of the other striking—‘“fiery,” if you will—combina- 
tions that are being shown in plaids, stripes, checks or the combining 
of two solid colors, such as blue and rust, red and blue, yellow-green 
and red, plum and green. You are not going to neglect your shoes in 
black and brown (of which there are several shades), but you are cer- 
tainly also going to watch for those extra sales in blue, green, red, 
rust and wine shoes. 


The Shoe Color Follows the Costume 


Plaids and suits—two of fashion’s darlings 
for the current season. Take a plaid skirt, 
a plain jacket and long coat in one of the 
plaid colors, line the coat with the plaid, 
top it all with a little peaked Robin Hood 
hat and foot it with a pair of swagger walk- 
ing shoes, and you have a smart casual town 
or country costume (sketched above). The 
shoe, shown at left, with walled last and 
sabot strap, in alligator or crocodile, is one 
of the season’s favorites in this type. 
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Follow the “Cloudy” Route for Co-ordination with the Fur Jacket and Wool Dress 


Big fashion news this Fall is the fur jacket 
worn over a light wool dress, at left. We 
suggest here a coat of sheared beaver, a 
softly tailored wool dress, elaborate choker 
necklace, square-crowned, modified postillion 
hat and town walking shoe. The bow pump 
(in sketch below) with walled last is of 
stitched calf or kidskin—smooth or sueded— 
to carry out the semi-tailored character of 
the ensemble. 


Color in Brilliant or Muted Tones 


AND now at the opposite pole of thinking, but equally high style, 
we have what we named the “cloudy” colors—the gray browns and 
the brown grays, the misty blues, the dark purples, the off-blacks— 
thunderous and stormy colors they have been called. They are lovely 
and subtle and blend beautifully with the season’s furs, the mink and 
sable and beaver and fox tones. We have suggested, in the costume 
sketched, a jacket of sheared beaver because its silvery brown is typical 
of these smoky, misty colors, and a wool dress in one of these soft 
shades—you have a variety from which to choose. 

Suppose the dress is almost the color of the coat—a taupe shade. 
Probably the smartest shoe a woman can wear with this is a very dark 
brown. Let her get her dash of contrasting bright color in a brilliant 
jeweled necklace or clip—just a vivid flash of lightning on this ensemble 
of cloudy brown. Or, suppose the dress is gray—of growing impor- 
tance from week to week. Then let her wear dark gray shoes or, again, 
dark brown. But encourage her to consider gray, too. Gray is defi- 
nitely a new note. Or, the dress may be one of the lovely new misty 
blues. Here a dark blue shoe will tone in beautifully with the blue 
of the dress and the silvery brown of the coat. But whatever the color 
of the dréss, don’t sell your customer just a black or brown shoe. There 
are too many other subtle and lovely possibilities. 
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cothurnes. 


wear 
frocks. It is 
black 


STYLE sources drawn on to develop Paris Winter fash- 
ions are numerous enough to rub shoulders, bump 
elbows, and step on one another’s toes. 

The 1880 bustle influence dominates. Spanish styles 
come in via Velasquez, Goya, and other important Span- 
ish painters influencing the mode. The Greeks have a 
look-see in draped evening models, and the Turks are 
responsible for harem and hobble skirts and out-and-out 
trousers. 

Silhouettes go hay-wire in this medley. The hustle of 
one collection is balanced literally by the “tummy”- 
placed muff of another. Spreading Carmencita skirts 
contrast strikingly with peg-top hips and hobbled ankles. 

Labels given conflicting silhouettes include: “Stem 
Torso” (Mainbocher), very tight bodiced and specially 
corseted; the “Double Swing” (Molyneux), tighter if 
possible, also specially corseted, and swinging back, for- 
ward and all around from the hip down; the “Cigarette” 
(Schiaparelli), tube-like; the “Bobbin” (Piguet), hob- 
ble lines, large in the middle and narrow at both ends; 


FASHIONS 
CARRY ON 


1880 Busties, Spanish, Greek and Turkish Styles All 
Influence Sithouettes for Fall. Short Skirts for Dayg- 
time and Foot Revealing Styles for Evening Give 
Shoes the Limelight. Color also Plays Leading 
Role in Fashion Drama. 


and for a group of evening dresses, the “Cinamomo” 
(Paquin), name of a Spanish tree whose graceful lines 
are reflected in evening dresses sinuously tight and made 
of elastic velvet. 

Among day silhouettes, the bustle back is handled 
cleverly in both dresses and coats. The outstanding 
panier-draped hips, so often an accompaniment of 
evening bustles, are suppressed by day or merely sug- 
gested in flat tailored folds following an up direction to 
meet a modified bustle detail. In coats this detail may 
be loops of fur, in dresses a bow or pleating. 

Bustle styles for evening often draw the skirt up in 
back in foot and leg revealing fashion. The hobble or 
“bobbin” styles are even more revealing. For these, 
hips are draped out, and the material after “hobbling” 
the ankle is drawn up front in wrap-around style, creat- 
ing an almost knee-high gap at every step. 

Feet and ankles are given more importance by new 
ankle-length evening dresses in the “double swing” 
group. Day models in this swing group especially play 
up to legs on account of their extreme hem fullness and 








by ALICE MAXWELL APPO 
PARIS EDITOR 


their short length, approximating 16 inches from the 
ground. All the important new day silhouettes are 
short-skirted. 

Looking at fashions by and large, day and evening, 
the “costuming” of the feet becomes if anything more 
important than before. Certainly the back of the shoe 
for bustled styles, both day and evening, will be ac- 
cented. Cases in point are the back-ruffled antelope 
shoe and the back-laced spat sketched, the movement 


The black headdress suggests 
Spanish maniilla. The shoe is of black 
kid and the anklet of silver. 


of both coinciding with the “up back” movement of 
1880 draperies. 

High-ankle attention is drawn to the “cinamomo” 
sandal by the bow-tied gold leather cothurnes. (See 
illustration.) Ankle interest of the seductive veiled sort 
is attracted by Lanvin’s “pantalettes.” These black lace 
haremesque trousers are caught into silver spangled 
anklets holding a black lace flounce that veils the san- 
dals and flicks the floor. 

A Spanish touch is noted in the full lines of Lanvin’s 





dress and in the mantilla-like black lace headdress. The 
Velasquez evening styles sponsored by Balenciaga are 
ground length with trailing sides and back. Spanish in- 
fluences in day dress mostly take the form of braiding, 
chenille embroideries, and toreador types of boleros. 
Important colors in the new Winter fashions include 
much dark bluish green and equally, dark greenish 
blue. Very dark, rather muddy or taupish browns called 
Zoulou, rival in importance deep reddish browns. All 
the purplish or wine reds carry on, but have growing 

competition from vermilion and other Spanish reds. 
Rust, henna, terracotta and copper shades are all 
[TURN TO PAGE 40, PLEASE] 


The “up-back” movement, 
characteristic of the 1880, or 
bustle, period, is reflected in 
this black antelope shoe 
shown by Bruyere. The in- 
set frill at back is run 
through with antelope ties 
which shirr it in. 
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OUTLOOM 


Buy for Your Needs — Don’t Speculate 


IN the first mail that hit our desk on the day after 
Labor Day was a query from C. W. Vance of Gadsden, 
Alabama, asking the question: “What effect in price, in 
your opinion, will the present conflict in Europe have 
on leathers and especially on the heavier leathers?” 

There you have it! Right at the start of hostilities 
“over there” the natural question “over here” is: 
“What does this thing mean to me?” It’s not a strange, 
ghoulish feeling of wanting to make a profit on the 
misery of the war, but a common query from every 
business man ‘in every neutral nation. 

But let’s take this in easy stages. 

FIRST: The shoe business at present is pretty flat 
over here and if shoes are not selling at retail it’s a 
pretty sure follow-through that shoe factories are idle, 
too, and that higher prices won't start things upward. 

SECOND: Just because in 1914-18 a world short of 
factories and “speed-up production methods” needed 
war stuff “at any price, in a hurry”—isn’t true that 
in 1939 a similar parallel exists. 

THIRD: In 1914 to 1918 there was a lot of money 
and assets in Europe and credit to boot. Today who’s 
got the money and who'll pay? 

FOURTH: In 1914 to 1918 heavy leather was a 
measuring stick of all shoe values—war-use-weights 
and prices affected all other leathers—today leather has 
its place, but it’s not a speculator’s “sure thing.” It 
will rise, yes, when everything else does, but not fast 
enough for the market manipulators who want profits 
on paper before even inventory. 

It is inevitable under circumstances of war that we 
will have economic changes. But we are not picking 
up the Second World War economic situation as we 
laid it down Nov. 11, 1918. A score of years have 
passed. The first impact of war news, when it hit the 
Stock Exchange, was softened by the fact that there had 
been months of preparation for such a possible even- 
tuality. The same is true of every other commodity— 
let the speculator beware. This is not 1914 or 1918. 
The speed of 1939 in communication, in finance and in 
world production changes the prosperity pie picture, 
and how! 

But war is waste on a gigantic scale and it is obvious 
that supplies will be needed. Some trade will come to 
America, but the flow of money will not be anything 
like it was “back then.” 


by ARTHUB D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Leather is listed as one of the nine major war com- 
modities. The fact remains that even though hide quo- 
tations have gone up these first early days of the second 
World War there have been no large purchases by 
either users or speculators. 

The war is only at its beginning and no man knows 
its ending, but what we do know is that a war boom 
is not healthy. We actually got no gain in national 
wealth in the last one, even before we entered it, be- 
cause as prices rose, consumer buying power was 
stimulated and inventories increased. 

The sales to warring nations this time will be slight 
in comparison to what happens to our own national 
economy. We may think we will be benefited by war 
prosperity, but we overlook the eventual headache. 

The President, in his talk last Sunday, told us to look 
at the facts. So, Mr. Vance, hopes, hunches and opin- 
ions at this time are not worth a darn. We have enough 
materials in this country, in one shape or another, to 
make our own 400,000,000 pairs of shoes and a few 
million extra, if somebody should need “walking boots.” 
That is, provided we can ship them. 

There is nothing in the short-range picture that 
would indicate that a profit could be made by speculat- 
ing in shoes and carrying them in the basement until 
the public wants them. Look out for losses—this war 
is not fed by U. S. credit. 


“Buy for your needs! Don’t speculate! Get a 
profit on the shoes you have on hand and face the 
future with optimistic conservatism and a patient 
spirit of constructive endeavor.” We said that on 
September 12, 1914, and we say it again. It is the 
only policy for a merchant—war or no war. 


Remember this, that for four years France, England, 
Germany and Italy have been buying heavy hides from 
the Argentine and these nations will not be in the mar- 
ket for more “marching shoes” right away as they are 
mobilized to the last pair needed. What if we do make 
an extra three million pairs of “walking” shoes for 
export? We manufacture four hundred million pairs 
for ourselves and in this modern day shoe materials 

[TURN TO PAGE 4], PLEASE] 
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“SNOB 


goes 


COLLEGIATE 


Princefon 


This scene at HOLDER HALL. 
Princeton students infl university 
styles throughout the country. 





The above illustration is the 
SNOB, top style for college 
men this fall. 


More than a QUARTER MILLION STUDENTS will hie their way to the colleges of 
Americo this fall. 

A vast market in itself for shoes, many styles have had their birth on college cam- 
pus — the Saddle Oxford and heavy type of Brogue have been most popular for the 
past few years. 

The trend is now running strongly to ROCKER BOTTOMS with KNOB TOE EXPRES- 
SIONS: in plain and wing tip patterns. This widens the field of selling for progressive 
merchants awake to the tremendous possibilities in catering to school and college trade. 
The SNOB is destined to win popular favor. It has a semi rocker bottom with well 
balanced toe expression. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 
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DEVELOPING THE MARKET FOR 


FRANK J. CASEY 


FRANK J. CASEY, who buys and 
merchandises men’s footwear for the 
Thayer McNeil Company of Boston, 
and who is recognized as a pioneer 
in the movement which brought the 
English influence to the shores of this 
country, has learned many things 
during the 26 years he has spent with 
that company, but none more funda- 
mental than this: 

“The merchant who sells men’s 
high-grade shoes is of necessity 
catering to a discriminating clientele. 
He must realize at the beginning, 
therefore, that his merchandise is 
just half way between that of the 
volume manufacturer in the United 
States and that of the English maker 
of custom, or bespoke, shoes. If his 
price policy—and even his style 
policy in some cases—comes within 
what might be called the sphere of 
influence of either, he immediately 
loses business. He must have better 
quality than that of the volume man- 
ufacturer and a lower price range 
than that of the bespoke footwear 
maker.” 

That is the way Mr. Casey sums 
it up. 

It’s a neat theory and, as applied 
by him, has enabled Mr. Casey to 
persuade large numbers of his own 
sex that quality shoes, styled as he 
styles them, are worth every cent of 
the adequate mark-up he gets for 
them. 

Move Number One on the part of 
this adroit merchandiser was to estab- 


MEN’S QUALITY 
FOOTWEAR 


How Frank J. Casey, of Thayer McNeil Company, Boston, 

Incorporated Ideas from Imported Custom-Made Shoes That 

Had Found Favor with the Trade in His Firm’s Fine New 
England-Made Line, and Thereby Increased Business. 


by OWEN A. THOMAS 


lish contacts with bespoke makers in 
Great Britain, from which sources he 
learned the little tricks of detailing 
which are the distinguishing char- 
acteristics of that type of footwear. 
Some he copied. Some he adapted. 





There’s.a story behind 


“ALDERSHOT” 


& retired English Colonel went to his boot 
maker and asked te have made, « shoe with the 
same ~turdimess and comfort as his nding boots, 
Result:. the blucher-oxford sketched. We have 
coped thie shoe in an American {actory, uswwg 
the finest of leather and workmanship. It bas all 


New York selected this shoe to wear to business. 


Men's Shop - 15 West Street 


THAYER McNEIL 


Wellestey Squore 











And he invented a few of his own 
just to keep his hand in. 

Move Number Two was to import 
and sell English shoes for as high as 
$30 a pair—not only making a profit 
on the deal but educating his trade to 
an appreciation of British styling. 

Move Number Three was to go 
after one of America’s finest shoe- 
makers with such enthusiastic per- 
suasiveness that the latter agreed to 
copy and even improve on many of 
the English features which Mr. Casey 
had discovered were liked by his cus- 
tomers. On the soles of these shoes 
were proudly stamped these words: 

“Made In New England.” 

It was at about this time that a 
representative of the British con- 
sulate wandered into the Thayer Mc- 
Neil store with a complaint. Mr. 
Casey is somewhat vague about the 
conversation, but allows it to be in- 
ferred that the consular representa- 
tive protested against the practice of 
making American shoes look like the 
English custom product. Such a 
move was most definitely not cricket. 

To all of which Mr. Casey listened 
carefully—then proceeded with deft- 
ness and dispatch to sell his caller 
two pairs of shoes made in Brockton, 
Mass. That day was almost perfect. 

The plain toe blucher, first known 
in this country as the Aldershot, is a 
classic example of a style which re- 
sulted directly from Mr. Casey's 
English contacts. As it came to this 

[TURN TO PAGE 52, PLEASE] 
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Bid for Business 
... with a Pittco Front! 


OOKING for a permanent way 

to build your business? A way 

to win new patrons? To make big- 

ger profits? Then put a new Pittco 
Front on your shoe store. 

Modern Pittco Fronts of metal 
and glass have proved—the country 
over—that they can do all of these 
things . . . for progressive retail mer- 
chants. A striking Pittco Front can 
stop a passer-by, convert him into 
a new customer for you. 

Many shoe stores report that 
remodeling with Pittco Store Fronts 
has increased their business 25, 40, 
7o per cent and more. Find out 
what it can do for you. Mail the 
coupon for complete information 
about Pittco remodeling. And when 
you remodel . . . see your architect 
to assure an economical, well- 
planned job. Our staff of experts 
will gladly cooperate with him in 
planning a Pittco Front to suit your 
needs. Use the Pittsburgh Tim« 
Payment Plan — 20% down, the 
balance out of income. 

At the New York World’s Fair, 
plan to see the full-size Pittco Store 
Fronts on the Avenue of Tomor- 
row in the Forward March of 
America Building, and the minia 


tee 
HERE ‘S another ture Pittco Fronts in the Glass Cen- 


ter Building; or at the Golden Gate 
International Exposition, in the 


‘ ; Homes and Gardens Building. 
TORt FAORT 


mis2arte t4 
MAIL COUPON for FREE BOOK 


Pittsburgh Plate Glass Company 
WALTER'S SHOE STORE IN WILKES 2242-9 Grant Bidg., Pittsburgh, Pa. 
BARRE, PA. goes after business with a new beth aatiied “Slew to Get Meee Besos.” 
Pittco Front. Contrast this new front with 
the old. It will give you an idea of the trans- 
formation Pittco remodeling can effect in 
your store’s appearance. Architects Mack Sweet 
and Sahm designed this front. 


Dns ands deedesdeee cocade 


(pee neencuEseess 


PITTSBURGH PLATE GLASS COMPANY 
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Grading-Up Style and Price 


Ryan’s Shoe Store in Cairo, Illinois, 
one of the oldest retail shoe centers in 
southern Illinois, has made a signifi- 
cant step forward in window merchan- 
dising during the summer of 1939 
with a novel price-plus-style system of 
bracketing windows. Because of the 
fact that the store carries four price 
lines, with a consequently heavy se- 
lection of style, color and type, it has 
always been difficult to get a compre- 
hensive display into the store windows 
without somewhat “camouflaging” 
some of the lead lines. 

All this has been solved, however, 
by the substitution of eight bracketed 
windows, each carrying a separate, 
easily understandable message to 
those passing by. Each style, for 
example, of men’s sport shoes, is now 
shown separately, with all four price 
lines on view in the same space. The 
top price line of $8 shows four to six 
popular sport styles carefully ar- 
ranged at the highest point in the win- 
dow. The same number of sports 
shoes at $6.50 and $5 are displayed a 
notch below, either on display racks 
or backboard, and progressively down 
to low-price models at the bottom of 
the window. Each display has a max- 
imum of four feet of space in width, 
and can extend to the top of the win- 
dows. There is a strong psychological 
note in thus stepping prices one above 
another on view, the store has found, 
inasmuch as quite often a man who 
intends to buy the lowest priced line 
will look carefully at the shoes on 
view, and unconsciously sell himself 
up. 

Particularly in finer women’s lines 
has this idea paid results—showing a 
10 to 20 per cent better average sale 
since all-four-price windows were 
placed in use. 





Point-of-Sale Windows 


There’s a jewelry store on Upper 
Fifth Avenue, New York, with a dis- 
play window arrangement that has 
definite possibilities for a smart shoe 
store. 





Co-eds everywhere say: 


at least one pair of 


SADDLE OXFORDS!" 


The reason we're mdking such o fuss qver 
the saddle oxford is thot co-eds everywhere 
ploce it ae the Number | shoe in a colle- 
grenne’s shoe wardrobe. And we've assem- 
bled more of these types of shoes in our 3rd . 


types, including the 
formous “Soddle-mosters” ‘featured in 
Harper's Bozacr ond Mademoiselle, ot 
$5.95). Priced, too, with thoughtful con- 
sideration of the college girl’s budget—ot 


$3.95 to 5.95 
RUPP & TUPPLY... 


9°01 MAIN AT WatksE 


The perennial high school and 
college favorite for Fall. 











Instead of the usual 20 foot ex- 
panse of window glass, the front of 
the store is a white wall of beautiful 
stone pierced by three small window 
openings. The two windows on each 
side are each about three feet wide 
and two and a half feet high, while to 
break up the symmetry, the center 
window is slightly larger—about four 
feet wide and three feet high. Invis- 
ible curved glass is used in the win- 
dows and the display area is only 
about two feet deep. . 

You may ask, “That sounds like a 
beautiful window idea but why waste 
all that valuable display space?” 

The best answer to that is to watch 
the drawing power of these windows. 
In the first place, they attract the eye 
because they are unusual. In the second 
place, people can’t just walk rapidly 
down the avenue and take these win- 
dows in with their usual side glance. 
In the third place, the tendency of the 
whole design is to focus the shopper’s 
eye on as small a point as possible— 
the customer sees six to twelve pairs 
of shoes concentrated before her eyes 
and can more easily make up her 
mind without the confusion of count- 
less pairs. And last, but not least, 
windows can be easily and quickly 
changed and being small the cost of 
display props can be kept at a 
minimum. 

* = * 
Double Purpose Ads 

Fred Rolle, Jr., of the Rolle Shoe 
Store, of Long Island, N. Y., writes in 
to say that they have developed an ef- 
fective merchandising idea out of the 
manufacturers’ shoe ads in the Boot 
AND SHoe Recorper. 

Mr. Rolle cuts out the full page ads 
of the shoes they carry, mounts them 
in frames with back supports and sets 
them up in the front of their window. 
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BEST IDEA OF THE WEEK 
NO SALE 


(Foreman & Crarx, Los Anceces, Car.) 


O. P. Ideator—“I understand that you are one of 
those rarities today who can operate a shoe business 
without sales.” 


Buyer E. L. Buddington—“Yes, in operating a num- 
ber of widely separated shoe departments in a group 
of clothing stores whose policy is that of not holding 
sales, a buyer must weigh his commitments very care- 


fully.” 


O. P. Ideator—“How do you get rid of surplus stock 
at the end of the season?” 


Mr. Buddington—“Seasonal merchandise is closed 
out through the practice of concentrating certain 
numbers in one store, then putting a stiff P.M. on the 
whole lot. As all our departments are manned by 
excellent shoe fitters, lines are quickly closed out.” 


O. P. Ideator—“Don’t you think many retailers are 
licking themselves by a practically continuous sale 
policy?” 

Mr. Buddington—“Viewing this ‘no sale’ policy at 
close range, and after considerable experience with 
organizations which practice a regular sale policy, 
it is my belief that a man will buy just about so many 
shoes in a year, sales or no sales. Right now, many 


men wait for the stated sales of their favorite brands. 
Store and factory policies have educated men to do 
this. Stores must sell at least twice as many shoes 
at sale prices to show a profit as they would if the 
shoes were sold at regular prices. For one, I doubt 
if the sale prices cause men to wear out twice as many 
pairs of shoes per year.” 


O. P. Ideator—“Has the introduction of more style 
variations in men’s lines caused men to.buy more shoes 
per man per year?” 


Mr. Buddington—‘“Staples are falling off consider- 
ably as men of all ages are taking to the newer shoe 
ideas introduced during the past few seasons. Last 
year staples accounted for 95 per cent of our pairage 
while this year the percentage is down to around 65 
per cent.” 


O. P. Ideator—“I think your reasoning is very 
sound. The number of men’s shoes sold per year has 
increased very slowly even with the recent heavy pro- 
motion of novelty types and leisure shoes. The effect 
of sales may change the proportion of shoes sold by an 
individual store without increasing the whole amount 
of business. If a customer likes your shoes he will buy 
them anyway—whether you have a sale or not.” 











Mr. Rolle says that he had an ad of 
baby shoes and an ad of work shoes 
set up in his window this summer 
and they were responsible for a 5 per 
cent increase in business. 

Advertisements in the Recorper, 
points out Mr. Roll, not only hit new 
sources of sale but can be a definite 
use as window displays for regular 
dealers. 


* * 


Do Your Heels Run Over? 


Sheppard Shoes, Inc., 709 Lexing- 
ton Avenue, New York, retailers of 
men’s and women’s orthopedic foot- 
wear, have a very effective window 
display to illustrate foot action when 
you walk. 

A skeleton of a human foot is 
mounted on a wooden box placed in 
the front of the window. The bones of 
the foot are fastened together by fine 
wires. An electric motor in the box 
oscillates the heel bone through a se- 
ries of gears in such a fashion that 
the skeleton moves in similar manner 


Morning Check-Up 


“How about your shoes?” is the 
question which one Midwestern de- 
partment store asks its shoe clerks 
every morning, by means of a clever 
idea which assures that the sales 
clerk keeps up his own shoe appear- 
ance in keeping with the merchandise 
he is selling. Like most large depart- 
ments the clerks in this store are 
prone to be “rushed” during sales and 
special promotions, and being only 
human, their outward appearance is 
likely to suffer. This, however, isn’t 
compatible to selling top-grade mer- 
chandise and accordingly the store de- 
cided to do something about it two 
years ago. 

One main doorway opens up into 
the stockroom for all five shoe depart- 
ments. Here are located time cards, no- 
tation slips, washrooms and other fa- 
cilities which tend to concentrate traf- 
fic off the main floor. Set at the edge 
of the doorway, to one side, is a five 
foot high beveled mirror, slanted six 
inches so that every person approach- 
ing from the stockroom side of the 
shoe section can’t fail to see his own 
shoes reflected. 

Across the top a banner poster 
reads: “How About Your Own 
Shoes?” in five-inch letters which lit- 
erally command the sales clerks’ at- 
tention. Along the side another sign 


reads— 

“Remember you are selling style 
and neat appearance, and that you 
are the representative of your store. 
If your shoes are shined, neatly tied 
and well kept, smile and go out and 
sell. | am your best friend—your mir- 
ror. I tell you when you need a shine 
and when your shoes need improving, 
and I cannot lie. If you will remem- 
ber my guidance, you will please your 
customer and your employer.” 

Reading this message always gets a 
smile and a good-natured cooperation 
even from the most time-pressed 
clerk, the store management has dis- 
covered. The idea was inspired from 
the foot mirrors on the selling floor 
which at times reflected the well- 
groomed foot of the customer in sharp 
contrast to the shabby footwear on the 
sales clerk. 

Another interesting point about the 
remainder idea is that when the mir- 
ror tells a clerk that his shoes are not 
shined, he is entitled to make a trip 
to the shoe repair department in the 
basement for a free shine. Since the 
mirror was installed the salesmen of 
the department have been uniformly 
cooperative in keeping their own 
shoes above par and in harmony with 
the merchandise they sell. 

* * 


“Come in when your feet hurt” 


(Boll’s, Milwaukee.) 





factors are involved. We do not know 
how long the war will last. We do not 
know the extent of either military or 
civilian demand which may arise as the 
result of the war. We do not know 
what course this country may take in 
its neutrality policy. We have no defi- 
nite assurance that price pegging will 
not be instituted by the government. 
Any long-range prophecy would be 
y a guess—and worthless.” 

William O. Bentley, Vice-President, 
Kistler Leather Company—*“The price 
situation in the sole leather field is 
baffling. The best illustration of what 
we face today is the fact that this 
morning a packer was offered two and 
one-half cents a pound more for his 
hides than the price which prevailed as 
late as last Friday, Sept. 1. The packer 
refused to accept the order at that 
price. He also neglected to say at what 
price he would sell. The only possible 
inference to be drawn from this is that 
prices have not yet reached a peak. 
We tanners cannot book forward busi- 
ness because we cannot establish a 
pfice on our tanned sole leather. We 
cannot establish this price because we 
cannot determine what we will have to 
pay for hides with which to replace the 
sole leather we have sold. I hesitate to 
make any predictions as to the ultimate 
outcome of all this, but it seems self 
evident that the price structure is defi- 
nitely firmer and that everything points 
toward an increase all along the line.” 

B. Velsor, United States Leather 
Company—“It is too early as yet to 
predict the economic effects of hide 
and leather markets. So far there has 
been some speculation on the hide mar- 
ket, but I do not expect to see it de- 
velop to any considerable extent. I 
believe that most leather houses will 
stay away from the speculative market. 

“In 1914, both before and after the 
start of the World War, United States 
leather houses were doing a consider- 
able business with Europe. Since then 
England, France and other countries 
have developed excellent tanneries of 
their own, and our export business has 
fallen off. I do not expect it to revive 
at present, but it would probably do 
so in case of a long European war. 
As I said before, conditions today may 
be greatly changed tomorrow, and an 
opinion at present doesn’t hold much 
weight. However, I don’t think as much 
speculation will develop as during the 
last war.” 

A New York Hide Broker—“Ex- 
ports of hides from Argentina to Great 
Britain and Germany have been high 
the past five years—possibly 
it has been to build up a re- 

war 


[CONTINUED FROM PAGE 16] 





HISTORIC PARALLELS 


1914—Sept. 10—First meeting of 
NaTiIONAL SHOE and LEATHER 
Conference of all Associations— 
a@ war measure. 

1939—Sept. 18—Joint Styles Con- 
ference and American Leathers 
Opening—an opportunity for 
both economic and fashion con- 
ference. 





SPECIAL “WAR” BULLETIN 
from NEW ENGLAND SHOE AND 
LEATHER ASSOCIATION 
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First Speeulative Wave Lifts Hides 





rates will rise. Hides formerly sent 
from Argentina to Germany will prob- 
ably find their way into other channels. 
With Argentina cut off, Germany will 
probably depend on Russia, the Scan- 
dinavian countries, Czechoslovakia and 
her own domestic production for hides.” 

A Prominent Tanner of Kid Leather 
—*“I expect the prices of all commodi- 
ties to be firm. They may advanc 
somewhat, but there are many stum- 
bling blocks in the path of any extended 
rise and there are many factors which 
enter into the picture which cannot bx 
evaluated at this time. If we begin to 
export leather in any great quantities 
to France and England, for instance. 
there is the question of the rate at 
which the pound sterling sells. With 
the current exchange rate as low as it 
is, this factor, in itself, would tend t. 
make for lower prices in exported com- 
modities. But the largely increased de- 
mand, if any such thing develops. 
would tend to overcome the depressing 
influence of the low-priced English 
pound. In any event, it seems to me. 
it would take six months for any great 
price momentum to get under way and 
we don’t know how long the war wil! 
last. It may be over then. It may not.” 

B. W. Rankin, Treasurer, Hunt- 
Rankin Leather Company—“I feel that 
we are in a bull market for commodi- 
ties, but that it will not be spectacular 
in the extent of price increases. Calf 
leather, as you know, is not a was 
commodity, though hides are. Never- 
theless, I think we will find ourselves 
exporting more calf leather than we 
have in the past. The reason for this 
is that many of the neutral countries 
have been buying calf leather from 
England, France and Germany. Thei: 
usual sources of supply will be cut off, 
of course, and American tanners wil! 
get the business.” 


Favorable Summer Volume 


LARAMIE, WYOMING—Summer volume 
is running about even with last year in 
the principal shoe stores here. Reports 
of The Bootery and Royer and De Hart 
are representative: 

“On the whole our volume has been 
just about on a level with last year,” 
says J. E. Dillon, assistant manager of 
The Bootery. “Heelless shoes have been 
fairly good in black patent and Japo- 
nica but not so good in Summer colors. 
We’re hoping that Fall will bring « 
general upturn in volume.” 

Says C. E. De Hart of Royer and 
De Hart: “We've had a fairly good 
season, probably about the same as last 
year. Whites have been our strongest 
color. Open heels have gone quite well 
in white but haven’t been at all strong 
in colors.” 
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ERE’S dramatic proof that real 

comfort can be built into shoes 
—at no sacrifice in style. The com- 
fort-giving midsole of Armstrong’s 
Cushion Cork . . . as it’s sewn into 
the smart brogue we’ve used for our 
illustration . . . results in a new, 
stylish, three-ply sole effect. And 
this is right in fine with the trend to- 
ward heavy, double leather soles (the 
heavier the better), which will high- 
light the fall style line-up. 

This cork-and-sponge-rubber com- 
position is springy, light, and shock- 
absorbing. It’s also light and durable. 
When you order, be sure you specify 

which have these important 
plus sales values built into them. 
And make sure your salesmen stress 
the new foot-comfort that Arm- 
s Cushion Cork makes possi- 
t’s how you'll step up sales. 
Cork Com , Indus- 
Division, Shoe - 
sSection, 941 Arch Street, 


neaster, Pennsylvania. 


Compoet STEPS UP, 


SHOE SALES ./ 


Midsoles of Armstrong’s CUSHION CORK* 
add eye-appeal and buy-appeal to this 


smart “Flexolator’’ Shoe 


Comfort moves this attractive 

model from dealers’ shelves. It is 
the “Flezolator” shoe, manu- 
factured by Hill Brothers Com- 
pany, of Budbon, Massachusetts. 
Note the smart, new, visible mid- 
sole of Armstrong’ # Cushion Cork, 





— 





THESE QUALITIES OF 


ARMSTRONG’S CUSHION CORK WIN CUSTOMERS: 


1. Resilience—springy cork- 
and-sponge-rubber composition 
absorbs walking shock. 

2. Porosity — specially de- 
signed structure allows maxi- 
mum air circulation in air 
conditioned shoes. 

8. Long life—Cushion Cork’s 


lasting compressibility assures 
extra comfort for the entire life 
of the shoe. 


4. Level surface—Cushion 
Cork assures permanently 
smooth insoles. Since it is non- 
thermoplastic, this new material 
cannot “creep” or “bunch.” 





{rmstrong’s SHOE PRODUCTS 


CORK COUNTERS 
one): 1. Ge -10> Ga) 3.) 


PLAIN CUSHION CORK 
GRIDDED CUSHION CORK 


HOT AND COLD PROCESS BOTTOM FILLERS 
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62 Schenectady Ave. Brooklyn, N. Y. | 
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Saks Adds New Departments 


BeverLy Huis, CaLir. — Following 
the completion of the new addition to 
Saks-Fifth Avenue, which gives this 
large store twice the space previously 
enjoyed, two new shoe departments have 
been added, while the space devoted to 
fine shoes has been considerably en- 
larged. The main floor shoe salon has 


‘the same seating space, but the stock 


room has been enlarged to accommodate 
5,000 more pairs, thus giving the de- 
partment access to some 15,000 pairs 
of shoes retailing from $10.75 to $30.00. 
On the children’s floor, shoes to fit 
girls up to 16 years old and boys up to 
10 years old have been added. An ad- 
joining room also carries baby’s first 
steps, so that a complete juvenile and 
baby shoe department is now in opera- 
tion. 

Another new interesting shoe depart- 
ment is on the Sub-Deb floor, where 
all types of smart shoes for the youth- 
ful patrons are to be had at the one 
price of $8.75. Included in the collec- 
tion of 8,500 pairs are complete assort- 
ments for sports, afternoon and evening 
wear. Having shoes at the one price, 
permits a nice spread of sizes and selec- 
tions. This third floor department has 
seats for 28 patrons and is smartly 
furnished in harmonizing shades of 
greens. 

A new department on the main floor, 
that of matched accessories, is having 
a decidedly favorable influence in pro- 
moting the sales of the proper shoes 
with the proper gloves, bags, hats, 
flowers and jewelry. 

John Knudeson is in charge of al! 
local women’s shoe activities. His shoe 
salon assistant is Elmer Stoughton, 
while Maurice Lifts assists him in the 
management of the third floor. Mr 
Lifts was with the Saks-Fifth Avenue 
Chicago shop for the past eight years. 
V. A. Metzger is now “road man” for 
the shoe section of Saks-Fifth Avenue 
and covers all the Pacific Coast terri- 
tory from Denver West. He works 
directly under Mr. Knudeson, making 
the Beverly Hills store his headquarters 


Birk’s Store Opened 


LoweLL, Mass.—Birk’s Shoe Stor: 
opened at 15 Central Street, Septem 
ber 2. Located in a most advantageous 
position in the heart of the downtow: 
shopping area, Birk’s features shoes 
from $1.99 to $2.98. 

Another feature of the shoe salon is 
the glove, hosiery and handbag bai 
located at the front of the store. Thi: 
department is conducted by young 
women chosen especially for their sty! 
consciousness and knowledge of the ac 
cessories that aid in a proper ensemb!¢« 

The new store presents an attractiv: 
appearance to shoppers, as it has th 
latest in indirect and fluorescent light 
ing. The interior has been outfitte: 
with an eye to the comfort of the cus- 
tomer. 

The spacious floor space is cover« 
with comfortable and restful chromiu: 
cushioned chairs. 
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DENTICAL TWINS ... from tip to toe! 


Celastic makes Matched Pairs . . . ready for the 
tumble and stumble of schoolboy days. Toe com- 
fort and toe protection — built-in qualities with 
Celastic — are essential for growing feet. 

TRIM ON THE FOOT — Celastic brings style to the eye in 


the neat smartness it gives the toe. Celastic brings com- 
fort to the foot by eliminating wrinkled linings. 


TRUE TO THE LAST — Celastic reproduces the lines of 
each pair of lasts — accurately — smoothly. 


THE QUALITY 


ep am eed; 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





BOOT anv SHOE RECORDER, September 9, 1939 


Samples of Shoe 
Cloths made of 
“DARLEEN™ elastic 
yarn on request. 








DARLINGTON FABRICS CORPORATION © 180 MADISON AVE., NEW YORK 
The names of Distributors of Darleen will be supplied on request. 
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Saturday, September 9, 


SHOE TRADE 


1939 


National News 





Fall Shoes Selling Well in St. Louis 





Early Interest in Autumn Footwear Attributed Largely to Cool 
Summer—Black Takes the Lead in Fall Colors 


St. Louis—<Accelerated selling of 
Fall women’s shoe is reported in a sur- 
vey made of leading retail shoe outlets 
by Boor AND SHOE REcorRDER. Color is 
definitely on the black side, but there is 
a difference of opinion on the styles 
and models—all which make the shoe 
game that much more interesting. 
Stepped up selling for Fall, at this 
early date with summer still in town, 
is attributed largely to the cool 
weather, which has been unusual for 
St. Louis, famous as a sweltering spot 
in the Summer. 

At Stix-Baer & Fuller’s second floor 
department Albert Pauley has been 
pushing the expert simplicity of the 
@asticized suede slip-on with a ribbon 
trim and the tie shoe. Heralding a 
Shoe that is higher than a pump but 
lower than an oxford, pushed sales 
ahead in this stretchable suede number 
with alert buying action in three colors 
—black, blue and bark brown—all 
touched off with patent lacing effect. 
? the first floor in the De Mura Shop 

Stix-Baer & Fuller, interesting sell- 
has been in effect on black 
; the open shank, toeless, one- 
fap sandal with toe lacing. Open toe 
pera pumps, touched off with ribbon 

ips have been odds-on-favorites in 

is department. The black and brown 
> hggecagaal calf has been a top 


news 
in 


ching the picture over to Swopes 
joe Store at 905 Locust Street, in the 
shoe retailing activity, re- 


‘Dn top of the early Fall selling, the 





Dates to Remember 


Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y., 

September 10, 11, 12, 1939 

Monthly Showing Michigan Shoe Trav- 
elers Association, Hotel Statler, De- 

September 11-12, 1939 

Fall Footwear Market Exhibit, Iowa 
Shoe Travelers Association, Hotel 
Chamberlain, Des Moines, Iowa, 

September 17, 18, 1939 

Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 
York 18, 19, 1939 

Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Il. 

September 18, 19, 1939 

National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md., 

Sept. 25, 26, 27, 1939 

Shoe Manufacturers Spring Opening, 

E. A. Richardson, Manager, Hotels 
ew Yorker and Pennsylvania, New 
ork City....December 3, 4, 5, 6, 1939 

National Shoe Fair, Hotel Stevens, 
Chicago Jan. 2 to 5, 1940 

Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte, N. C., 

Jan. 7, 8, 9, 1940 
25th Annual Convention and Exposi- 
tion, Northwestern Shoe Retailers 





second floor shoe department at 
Scruggs-Vandervoort & Barney reports 
smart selling in the spectator tie in 


“black or brown Bucko with a smooth 


calf trim. Another popular favorite in 
[TURN TO PAGE 87, PLEASE] 


Northwestern Retailers Set 


Convention Dates 


MINNEAPOLIS, MINN.—The 25th an- 
nual convention and exposition of the 
Northwestern Shoe Retailers’ Associa- 
tion in collaboration with shoe travel- 
ers, manufacturers and wholesalers, 
has been set for January 7, 8 and 9, 
1940, at the Hotel Radisson, Minne- 
apolis. 

This being the silver anniversary 
meeting of the association, a special 
program will be worked out and un- 
usual efforts will be made to insure the 
largest merchant attendance in the his- 
tory of the association’s conventions. 

All reservations and room assign- 
ments for this convention are being 
made for the association by Harry Tur- 
geon, assistant manager of the Hotel 
Radisson. The exhibit fee has again 
been set at ten dollars, payable on or 
before the opening day of the show. 


Takes Over Midwest 


Territory 


Cuicaco, Itt.—W. H. Shepler, who 
has represented the Interstate Shoe 
Co., of Manchester, N. H., for many 
years has recently taken over the Mid- 
western territory for that concern. Mr. 
Shepler has also joined the Chicago 
Shoe Travelers’ Association and ex- 
hibits his line at the monthly shows 
at the Morrison Hotel. 


Shoe Manufacturers’ Show 
Booked Full 


New YorK—Owing to the large 
number of reservations received for the 
Shoe Manufacturers’ Spring Opening 
at the Hotel New Yorker, New York 
City, December 3-4-5-6, 1939, the Hotel 
Pennsylvania, has been engaged to ac- 
commodate the manufacturers making 
for the retail trade, according to 
Eugene A. Richardson, managing direc- 
tor of the show. 





PSO TREE, 









No. 2,161,472 —Construction 
No. 111,678— 
Registered U.S. Patent 


Designed and con- 
structed by California 
Shoes, Ltd., this outstand- 
ingly popular sports and 
casual shoe is now fully 
protected by patents 
and can be secured only 
... made of hand-woven 
leather strippings... 


popular crepe or leather 
sole and heel. 


Place your orders now 


PLAY-TANO for men 
PLAY-TANA for women 


CALIFORNIA SHOES, Ltd. 


2234 North Figueroa Street 








LOS ANGELES, CALIFORNIA 








SALEM, OrE.—The Paramount Shoe 
Store has moved into a new location 
after being eight years in Salem. The 
present store was entirely remodeled, 
both exterior and interior, and presents 
a very modern appearance. Chromium 
chairs, fitting stools and smoking stands 
add to the attractiveness of the store. 
A hosiery and bag counter is just in- 
side the front door. 

This new store, which is located on 
the corner of Liberty and Court Streets, 
has show windows on both streets. The 
front is of beige and black structural 
glass with a stainless steel marquee. 
Enclosed awnings are on both sides of 
the marquee. 

The interior, 25 feet wide and 60 feet 
long, has been decorated in a soft har- 
monious color scheme. The shelving is 
of mahogany, done in a natural finish. 
Full length mirrors are on the left side 


Exterior of the new Paramount Shoe Store. Note. how the simplicity of 
the store front increases the general attractiveness. 
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Well-Known Store in New Location 






of the store, with half mirrors and half 
display niches on the other side. Th: 
carpet is a fern leaf pattern in beige 
and brown, while the linoleum is terra 
cotta with beige feature strip and a 
diamond shaped medallion with th: 
name of the store inserted at the en 
trance. 

The Paramount Shoe Store was 
started by Al A. Feitelson in 1931 
Later he took in his brother, Herman, 
as a partner. Al was traveling for the 
Wohl Shoe Co. for four years unti! 
April of this year when he gave up the 
road on account of poor health and now 
he is assisting Herman in managing 
the new store. The brothers also have 
a branch store in Klamath Falls. Frank 
Bogatay, in charge here, has had a 
wide range of experience in handling 
high grade shoes. 





Resumes Classes in October 


New York—The Shoemen’s Educa- 
tional Guild, 3568 Fifth Avenue, this 
city, will resume classes on the science 
of shoe fitting in October. 

This group has conducted these 
classes for shoe men for the past three 
years. The subject matter imparted 
covers the science of shoe fitting with 
its relation to foot anatomy and func- 
tion. 

Shoe men are invited to attend these 
weekly lectures which are held in the 


Entertains Shoe Men at Outing 


Cuicaco, Itu.—Members of the Chi- 
cago Shoe Travelers Association and a 
number of other leading Chicago shoe 
men were entertained at an outing 
August 26 at the Bensenville farm of 
George Groves, president of the Groves 
Shoe Co. Events of the day included 
baseball games between two teams of 
shoe travelers, and swimming. Nov:! 
invitations to the affair were issued in 
the form of subpoenas drawn up © 
resemble the regular legal form ard 
announcing a duel between Joseph K:- 
lisky and G. M. Groves and that “t':c 
weapon of each will be loaded to te 
muzzle with 50 years of experience 
the shoe business.” Norman South-r 


and Fred Best were announced as s«°- 
onds to the duelists. 
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TALKING WINDOWS START THE SALE 





For Your World’s Fair 


Window Trim 
PRICE TICKETS and CARDS 





Aquamarine, yellow, 
on white. 


Any assortment 
of price tags: 


6 Doz. $1.10 
12 “ $2.00 


arch. 


arch. 


[® 


The NATURAL way to support the 
LONGITUDINAL ARCH 


is with SCOTT'S 
New Improved 


Oval Arch Support 


Gentle but firm support 
from this new full oval 
Permits muscles to 
expand and contract. 
Very satisfactory 
those needing 
port of the longitudinal 


Write TODAY for 
ILLUSTRATED FOLDER 


‘ 


for 
extra sup- 











eolor trim each month. 


TALKING WINDOWS START THE SALE ® TALKING WINDOWS START THE SALE 





Samples on request to show you 
how they effectively give you a new 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Ill. 


Uniform high quality - hand made from 
finest grade white orthopedic rubber. 
Once used, customers will have no other 








+ + + + + + + © & H & 











TALKING WINDOWS START THE SAL 
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WRITE FOR ILLUSTRATED FOLDER 
“aa FOOT APPLIANCE COMPANY 


SCOTT'S 
Natural Crescent 
Arch Support 


mighiy resilient, durable sha 
s both foot and shoe snugly 
Ueed in the lightest shoe without 
detection or altering fit. Gives 
entle support, yet gives with 
the foot in walking. 





OMAHA, NEBR. , 











Establishes St. Louis 
Headquarters 


Str. Louis, Mo.—The Pearson Heel 
Company, organized a year ago to pro- 
duce plastic heels for women’s shoes, 
has recently established headquarters 
offices in the Mart Building, St. Louis. 

Following an extended period of re- 
search, this company developed a meth- 
od by which a molded heel can be nailed 
to the shoe the same as a wood heel. 
Plastic material used is a newly-devel- 
oped product of General Electric. 

Hughes Manheimer, sales manager, 
and A. L. Hedrick, production manager, 
were in New York recently introducing 
the new heel to the trade. 

The officers of the company are: 
Henry Pearson, president; W. J. Walsh, 
vice-president; Edward G. Neu, trea- 
surer, and Maurice Asbridge, secretary. 


Senack Takes Over 
Rosenbaum Department 


CUMBERLAND, Mp.—On September 1 
the shoe department of Rosenbaum 
Bros., Inc., Cumberland, was taken over 
by the Senack chain, St. Louis. This 
‘department had formerly been leased 
‘to Samuel Bross, who also has shoe 

vania. 


‘shop of Cumberland, Md., has leased 
in its store to the Wohl Shoe 
Company, St. Louis. 


Shoe Fair Joint Committee 
To Meet Sept. 18 


Cuicaco, ILL.—A meeting of the 
Joint Committee of the National Shoe 
Fair has been called by Harry G. 
Johansen, chairman, to be held in New 
York on September 18. 

The entire committee of ten mem- 
bers, five from the National Shoe Re- 
tailers’ Association and five from the 
National Boot & Shoe Manufacturers’ 
Association, have been asked to attend. 

A report of the progress of activities 
of the Fair will be made by Chairman 
Johansen and by L. V. Hershey, chair- 
man of the Display Committee. 

A report of the plans for the educa- 
tional program of the National Shoe 
Fair will be made by Alfred J. Pauly, 
chairman of the Program Committee. 
The Store Management and Sales Pro- 
motion Clinics—the meetings developed 
for the solution of retail problems—and 
other educational features to move mer- 
chandise at a profit, will be discussed 
at the meeting. 

The Program Committee is planning 
several new features which are in- 
tended to give to merchants a practical 
picture of accepted style trends as in- 
terpreted by authorities whose judg- 
ment is supported by sizes and dollar 
investment. Complaint has frequently 
been heard that style presentations are 
too — in scope, and lack a measur- 
ing stick that can be applied to geo- 


graphical areas or communities vary- 
ing in population. 

Serious consideration is being given 
to this particular problem in the hope 
that a plan will be satisfactorily worked 
out, useful to a majority of merchants 
in attendance at the Fair. 

The members of the Joint Committee 
are: Carl Burgstahler, F. E. Foster 
Company, Chicago, Ill.; Walker T. 
Dickerson, The Walker T. Dickerson 
Co., Columbus, Ohio; Joseph T. Geut- 
ing, Jr., A. H. Geuting Company, Phil- 
adelphia, Pa.; Stanley Heald, The Stet- 
son Shoe Co., Inc., South Weymouth, 
Mass.; L. V. Hershey, Hagerstown 
Shoe & Legging Co., Hagerstown, Md.; 
David Hirschler, Hofheimer’s, Inc., 
Norfolk, Va.; Harry G. Johansen, Jo- 
hansen Bros. Shoe Co., St. Louis, Mo.; 
Alfred J. Pauly, Stix, Baer & Fuller 
Co., St. Louis, Mo.; Weir Stewart, Mar- 
shall, Meadows & Stewart, Inc., Au- 
burn, N. Y., and Louis F. Tuffly, Krupp 
& Tuffly, Inc., Houston, Texas. 


Crawford Named Assistant 


Shoe Manager 

Fort Wortu, Texas—W. T. Craw- 
ford, formerly co-owner of the women’s 
shoe department at Cox’s, in Fort 
Worth, Texas, is now assistant man- 
ager of the women’s shoe department 
at Monnig’s department store in Fort 
Worth. Mr. Crawford was buyer for a 
store at Wichita Falls, Texas, before 
he came to Fort Worth. 
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Shoe Workers Enjoy 
Annual Outing 


WILMINGTON, Mass. — Several thou- 
sand members from all New England 


attended the annual outing of the 
United Shoe Workers of America, Au- 
gust 26, at Thompson’s Grove. William 
E. Thornton, representing the Massa- 
chusetts Council, was in charge. 

In the feature event, Ann Lebednic 
of Lowell, was chosen the most beauti- 
ful shoe worker from among 20,000 in 
a final elimination that had 10 contes- 
tants. Tall and blonde, she won the 
title of “Miss District Council.” 

The other nine in the field were Lor- 
raine Moge of Lowell; Virginia Wor- 
den, Pelham, N. H.; Lorraine Liberty 
and Pauline Fletcher, Newburyport; 
Helen Trueman, Everett; Aida Shick, 
Malden; Dorothy Merchant, Everett; 
Genevieve Fougure, Medford; and Se- 
mon Goodrue, Lowell. 

Bob DeSantis of Chelsea and Jean 
Belleuifuille were judged victors of a 
glide waltz in a dance competition. Ath- 
letic events for boys and girls com- 
pleted the program. 


Shoe Department Enlarged 


ScRANTON, Pa.—The second floor 
women’s and children’s shoe depart- 
ment at the Scranton Dry Goods Co. 
has recently been expanded to include 
a new leased department. Dan Shucard 
is in charge. 


Devine Covers N.E. for Compo 


Boston, Mass.—James Devine has 
been transferred from Hanover, Pa., to 
the Boston office of the Compo Shoe 
Machinery Corporation. He will do 


JAMES DEVINE 


sales work in the New England terri- 
tory with which he is thoroughly fa- 
miliar, as his original home was in 


Ever since boyhood he has worked 
in different shoe factories. James is 


the younger brother of John Devine, 
who is manager of the Compo St. Louis 
office. 


“From Six Months to 70” 


SPRINGFIELD, Mass.—A new shoe 
store, to be known as Jordys, opened 
here on September 1, featuring a com- 
plete line of shoes for men and women 
“from six months to 70.” Located at 
42-44 Harrison Avenue, the new store 
is an extension of a 14-store chain 
which already has establishments in 
Providence, Worcester, Lowell, Law- 
rence and other cities in Massachusetts 
and Connecticut. Besides selling shoes 
by a system known as the “miracle 
plan,” the store also carries a complete 
line of hosiery. 


Brown Important 
In Fall Picture 


SEATTLE, W ASH.—Most Seattle dealers 
find black the principal color for Fall 
shoes, but not so Carl Douglas, manager 
of Baxter’s Fifth Avenue shoe store, 
who says: “Brown is very much in th: 
picture here. Last year less than 5 pe: 
cent of our sales were in brown shoes 
This year it’s 40 per cent. We’re sell 
ing as much brown as black. It’s prob 
ably because of all the brown and green 
outfits women are buying, since brown 
and green blend well.” 
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Fall Shoes Selling Well 
In St. Louis 
[CONTINUED FROM PAGE 33] 


the $8.75 class has been the zipper 
model in the black and Sherwood 
Bucko. Third runner in the $8.75 divi- 
sion has been the “Gaiters,” a square- 
toed alligator with a Lastex ‘suede 
spatee. An assortment of color combi- 
nations have enjoyed attention in the 
following order: black, also brown, 
with matching spat; brown with fawn; 
green with brown; black with grey; 
and wine with black. Chicness and 
comfort of this shoe has been empha- 
sized strongly to bring a good sales 
record for this line. In the Savoy Shop 
one of the two first-flight stars in the $6 
field has been the black alligator spec- 
tator. Interest has also been ringing 
the bell on Sherwood brown in this 
model. The black, and also the brown 
suede with stimulated alligator trim 
has stood up for customer interest. The 
black Lastex suede, a _ close-fitting 
model, has been a free agent for sales 
in the open toe spatee. 

Making a bid for attention in the 
women’s shoe department, which is be- 
ing rapidly expanded at Boyds’, 
Charles Wheeler has been emphasizing 
the sportier models, with less dress in- 
terest and more comfort being pro- 
nounced. This department’s opening 
shot in jumping from a 10-chair to 30- 
chair department has been the back-to- 
school movement and sports models. 
Wheeler relates that interest has been 
saucy in this line. 

Fall promotion has been hurried 
along at Famous-Barr’s women’s shoe 
department with window displays that 
have featured the open toe models. 
The elasticised pump has been a perfect 
leader, while the Dutchy toes with low 
heels have demanded and received at- 
tention in black suede and brown calf. 
In the Dianne Shoe Shop oxfords in 
black and brown svede with high riding 
lines, having high heels have not lacked 
for customer buy-appeal. The black 
shoes are being offered with Cuban 
heels, and accepted rapidly. The sandal 
cutouts at the side and open toes in 
black and brown suede took a promi- 
nent place in early selling. 

At Sonnenfeld’s Shoe Department 
early fall selling is reported as being 
unusually heavy, but no particular 
model shoe has taken top honors. Black 
is respected as the color for the season 
and there has been some brisk move- 
ment in slip-on models and open toes. 
Brown and black suedes trimmed with 
alligator have been popular, in pumps 
and the one-strap models, with all 
leather heels. Klines Shoe Department 
made an early bid for Fall business 
and was rewarded with immediate re- 
turns in a large variety of lines, but 
‘suede held out for the season’s best 
hope and black continued to over- 
shadow the rest of the field. 

_ Surpise selling has been in garbar- 
dine pumps with kid trim and elastic 
“side, which may be the forerunner indi- 
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WEPANTIOQUE COPPER 
0 


Originated by WINTHROP 


Advertised 
in 
ESQUIRE— 
October issue 


IN-STOCK 


No. 78680—Antique Copper grain with hand 
rubbed antique finish. 


AA 8/12, A8/12, B 7/12, C 6/12, D 6/12. .$4.15 
Terms 5% 30 Days 


WINTHROP SHOE COMPANY 
DIVISION OF INTERNATIONAL SHOE CO. 


$T. LOUIS 


MISSOURI 





cator for what will be a big shoe selling 
leader for all of St. Louis in October. 
This model is being pushed along at the 
W. L. Douglas store on Olive Street. 
The one-strap, patent leather shoe in 
black with the elastic back has been 
sold and shown prominently. The three- 
eyelet, perforated black suede tie model 
has been enjoying notable buying fea- 
tures. 

The Queen Quality Shoe Store on 
Locust Street has gone boldly Fall in 
selling, showing up powerfully in sev- 
eral different lines. The black has been 
the big “punch” color, leading off in 
the suede trimmed in kid piping with 
five eyelets. The open toe suede pump 
trimmed in grosgrain ribbon with scal- 
loped edges, has also been a big factor 


in display and selling. Alligator was 
receiving its attention in black, medium 
heel, five-eyelet tie, walking or comfort 
shoe style. Black alligator with the 
elastic vamp and in the toeless model 
looked good on prominent selling to the 
downtown trade. 


Shoe Department Remodeled 


EVANSVILLE, IND.—The shoe depart- 
ment of the Canal department store 
here will be greatly improved in a re- 
modeling program that has just been 
started. The store will be completely 
revamped and overhauled. The store 
will celebrate its 25th anniversary this 
month. 
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RELETHA 
SOCK LININGS 


make better 
looking shoes! 


pearance . 
ful colors " matohed to 
a durable surface that re- 
sists wear . . . leather-like 
pliability and _ resiliency 
. . . does not curl, crack or 
wrinkle. RELETHA is a 
scientifically controlled 
product always uniform 
. always satisfactory . . 
in all ways economical. 
PROSPECT MILLS CORP. 


15 Chestnut St. 
CAMBRIDGE, MASS. 


REL EAM 


SUBSTITUTE FOR LEATHER 
LININGS HEEL PADS 


QUALITY 
SOCK 


ronane| 








Fashion Show Opens New Department 


Artist’s sketch of the completely modern new Henshey shoe department 
Santa Monica, CaLir—When the seats for the store’s patrons. Every- 
body could see all the displays at close 
range, as the models walked from plat- 
form to platform. In commenting on 
this arrangement, J. C. Tate, who 
operates the shoe concessions here, 
stated this was the finest way of open- 
a i Gee sek Gadedeaah thot ho 
ever Soft music, a hand- 
interested 


all in the proper surroundings, added 
much to the attractiveness of the mer- 
chandise presented. Shoes featured in 
this department are Foot Delight, Hil! 
& Dale, and the Kali-Sten-Iks line. 


Fall Orders Continue Brisk 


Cuicaco, Itu.—Fall orders continued 
at a brisk pace with colors coming 
smartly into the picture at the regula: 
Shoe Buyer’s Day of the Chicago Shoe 
Travelers’ Association, held August 25 
and 29 at the Morrison Hotel. It was 
announced at this time that the nex' 
show will be held a week earlier, on 
September 18 and 19, so as not to con- 
flict with the American Legion Conven 
tion. 

Norman N. Souther reported tha: 
orders booked at this time were aheac 
of the July show and that out-of-town 
merchants seemed particularly opti 
mistic about Fall business. War new 
appeared to have no effect on the busi 
ness outlook, he states, and there wa; 
no curtailment in orders. Black sued 
continues to lead the shoe orders, with 
the rest of the buying divided betwee: 
brown, blue, wine, and green. Although 
for volume output black suede is by far 
in the lead, shop and salon type re 
tailers appear to be placing as muc! 
emphasis on the wines, greens, ani 
biues as on black and brown. There was 
also considerable interest in severa 
new materials and particularly in a 
new pleated fabric being used in ghillic 
ties, pumps, and sandals. 

Sport shoes also continue to sell wel! 
with the new mannish antique type for 
women being especially well received. 
College trends continue about as last 
year, with some interest still felt in 
the regular camp moccasin for campus 
wear. 

Snow and ski boots orders are also 
being placed. Retailers are also start- 
ing to fill their slipper requirements. 


From Fitting Stool to College 


SEATTLE, WasH.—Nordstrom’s shoe 
store lost two clerks to educational in- 
stitutions this month. Frank Phelan, 
who had been with the store two years, 
left to attend the University of Santa 
Clara law school. Clayton Dahlberg, 
son of Helge Dahlberg who is a traveler 
for the Nunn-Bush Shoe Co., will at 
tend a medical school in the East. 
Young Dahlberg was with Nordstrom’s 
four years. 


Picked the Wrong Olive; 
We're Sorry 


Due to an error, one of the captions 
published in connection with photo- 
graphs of the new Innes Shoe Co. store 
on page 12 of the September 2d issuc 
of Boor AND SHoe Recorper, referre' 
to this store as being located at Sevent! 
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FITTING QUALITY 


IN 


ro-tek-tiv Shoes 


WHICH HELP NORMAL FEET GROW NORMALLY 


Is well demonstrated in 

THE UNLACED TEST 
This young girl is fourteen years old, five feet nine 
inches tall, weighs 140 pounds. The shoe is size 8 AA. 


She is flexing a shoe, unlaced, yet it stays snug at 
the sides and does not slip at the heel. 


The features built into Pro-Tek-Tiv Shoes, em- 
bodied in the design of the lasts and patterns are the 


answer. 


For the rest—Full grain upper leathers, leather 
counters, leather heels and finest sole stock, skilled 


workmanship and 


TWENTY-SIX STYLES CARRIED 
IN STOCK 


Give the reasons why many of the most 


“THE 
News 
ABOUT 
SHOES” 


important stores in the country have 


“gone Pro-Tek-Tiv.” 


Let us send you the WHOLE story in 


the booklet 


The Shoes of Tomorrow—Today 


We need only a post card request. 
Sold only on a strict dealer protection 


basis. 


1) ft KI LAA I Y 


READING, PENNSYLVANIA 


~ 
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New Spokane Store Opened 

SPOKANE, WasH.—J. C. Penney 
opened their completely remodeled 
downtown store Aug. 23. L. Larson, 
shoe department manager, is proud of 
his department, with its stream-lined 
chromium and leather chairs and ample 
display facilities. It is located on the 
only floor in the store which is, at pres- 
ent, air-conditioned. 

Men’s work shoes, which were former- 


ping. The remodeling of this now gives 
Spokane the largest Penney shoe de- 
partment in the Inland. Empire. 


Harwood Named Shoe 
Manager 


San ANTONIO, Texas — Carlette’s 
Shoe Store, 506 East Houston Street, 
San Antonio, recently announced the 
appointment of T. R. Harwood as man- 
ager of the store. Mr. Harwood is well 
known in San Antonio and in past 
years has been associated with several 
prominent retail shoe stores in the city. 

Mr. Harwood says the new Fall stock 
is arriving every day now, and sales 
are good. Black and brown seem to be 


the most popular colors. Mr. Harwood 
made special comment on the fact that 
the majority of San Antonio ladies are 
insisting on shoes that are not only 
flattering to the feet but they must be 
comfortable. 


Dominion Asks 
For Army Boots 


MONTREAL, CAN.—Twenty-eight thou- 
sand pairs of ankle boots are required 
at once for the Canadian military 
forces, and the Dominion Department 
of Defence has asked for tenders for 
their supply to reach it in Ottawa by 
Sept. 12. 





WHERE 
TO 
BUY 


mee mee mS 


Bowling Shoes 


Ae OF Oe Ae 


PROFESSIONAL 
BOWLING SHOES 
Men's Men’s Women's 
$2.50 $2.25 
Right Foot 
Rubber Sole 


io. 240 
BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadel 


Carton Labels 


LABELS 


TOLMAN- DAVIDSON 
—AA\DVEI ISING PRE 


Leather Soles 


SO em 


Retailers! 


When children's shoes wear 
longer, customers come back 
for more! 


LEATHERPLUS 
SOLES 


double the wear! 
double the comfort! 
double your sales! 


Write 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 
mokers of VAN TAN Innersoles 








Named Emporium Shoe 
Manager 


San FRANCISCO, CALIF.—Carl Ester- 
bloom, who was formerly on the floor 
under George Wilson, has been pro- 
moted to manager of the men’s shoe 
department in the basement of the Em- 
porium Department Store. 
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Samuel Alpert with 
Spaulding Fibre 

Boston, Mass.—Samuel Alpert has 
been appointed New England represen- 


tative of the Spaulding Fibre Com- 
pany. He is well known in the shoe fac- 


SAMUEL ALPERT 


tories of the East, and his experience 
as a salesman and stylist will be of 
great value to him in his New England 
work in promoting Spaulding counters. 


Cowen’s Centralize Business 


In New Store 


MiaMI1, Fra.—After occupying 59 E. 
Flagler Street for a quarter of a cen- 
tury, Cowen’s shoe store will relocate 
and centralize all activity at 155 E. 
Flagler Street, the newest of the Cowen 
units. This store is in the recently com- 
pleted DuPont Building and is the last 
word in shoe equipment. M. L. Cowen, 
president of the organization, which 
operates under the firm name of Cowen- 
Bulbin Co., states that better service 
can be offered where all business is 
conducted under a single roof. 

The Florsheim shop will continue to 
operate at another location where it 
has been for many years. The Economy 
Shop and Cowen’s are the two to be 
closed. 

In a statement made by Mr. Cowen 
he said the reason for closing the two 
shops is that “Scatteration means 
waste—waste of energy, time and 
ability. Concentration means the eli- 
mination of this waste and results in 
reduced overhead and increased quality 
and value—wider selection of merchan- 
dise—a generally more satisfactory ser- 
vice to the customer.” 

The organization will continue to 
offer shoes “Five Months Ahead of the 
Nation,” their style-copyrighted slogan. 


Opens New Store in South 


PLANT Crry, FtA—Harold Kahn of 
Boston has opened a shoe store here 
that will give the public high-style 
shoes at popular prices. 

The building formerly occupied by 
Robinson’s at 116 East Haines Street 
has been completely renovated and mod- 
ernized with up-to-date fixtures and 
furniture. L. E. Melton has been named 


manager. 


Babies 


are as “modern as tomorrow" —and so 
are the new square transparent display 
boxes we can supply, with pique and other 
fabric booties and novelties in the small 0-2 
size run. Make a showing of these spectacu- 
lar units—they'll help dramatize your service 
to the younger children. 


MRS. DAY'S 


IDEAL BABY SHOE CO 








Paris Fashions Carry On 


[CONTINUED FROM PAGE 21] 


moderately used and look promising 
for the future, along with the lighter 
spice and nut browns. Gray has been 
played up tremendously, in elephant 
and battleship shades right up to light 
grays, and through to very pale grays 
for evening. Slate and darker blues 
are being shown, and black as usual 
covers the great majority of models 
shown. 

Olive greens, jade green, geranium 
red, royal blue, medium light and dark 
grayish blues, clover purples and parma 
violets, are important. Medium pinks 
for wools and silks lean to boise de 
rose tones. Strong billiard and emerald 
greens are used day and evening, also 
cerise and watermelon pinks. All the 
pastels, including yellowish and bluish 
light greens, and white, flourish for 
evening. 


Stone Made Donaldson 


Shoe Manager 

MINNEAPOLIS, MINN.—Lester Stone, 
formerly manager of the Rau Shoe 
Co., Chicago Heights, Ill., has been 
made manager and buyer of the first 
fioor shoe department of L. S. Donald- 
son Co., here. Mr. Stone, who is well 
known in the shoe trade, was formerly 
with the Florsheim Shoe Co. 
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New Soft Tailored Step-In 


os 


A soft tailored Huth & James step-in of pliable calf- 

skin made by Albert Trostel & Sons Co. This leather 

is called “Accordian Calf’ because of its stretchable 
qualities. 


The Editor’s Outlook 


[CONTINUED FROM PAGE 22] 


are not all affected by heavy hides and heavy sole quo- © 


tations. 

What we've got to think about is the general pur- 
chasing power of our own nation. Will it eventually be 
lifted somewhat by war? Certainly we never wished to 
see a second World War come to pass as a means of 
lifting a depression. If we get into the mess, we are 
in for war inflation again. Then will come the in- 
evitable currency inflation—when we have wasted all 
of our substance. 


No man can prophesy and it therefore behooves men 
in business to continue the steady, orderly current of 
their daily activities—satisfying the needs of 130,000,- 
000 people still at peace. 


To Increase Production 


PARKERSBURG, W. Va.—-The Grossman Shoe Company 
is operating at full capacity of 1800 pairs per day and 
will shortly increase production to 2400 pairs daily, 
according to Harry Grossman, president. 

At the present time they are installing the necessary 
equipment to bring their production to this new figure. 

This concern is showing splendid improvement, hav- 
ing been forced to increase their production facilities 
twice in the past six months. This is due to the wide 
acceptance of the walking arch types of shoes manu- 

factured by this company to retail at $3.00. 
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FEATURES— in 


THE 
MOULDED 
INSOLE 


THE STRAIGHT 
LINE NATURE TREAD 
THE CUPPED HEEL SEAT 


THE ORTHOPEDIC WEDGED HEEL 


WHAT THE ILLUSTRATIONS 
DONT SHOW 


A truly orthopedic but still attractive last. 


A steel arch bridge on the extreme outer 
edge of the shank giving solid support to the 
weight bearing outer arch, and permitting 
the flexible moulded insole to massage freely 
under the inner arch. 


Individually graded patterns for each size. Ex- 
tra room at the base of the fifth metatarsal 


Broad flat ball and full toe measurements. 


Play-Poise will NOT allow the foot to roll 
inward at the inner curve of the heel. 


FIFTEEN 
STYLES - 
IN STOCK 


905 
8% te 12—A to D— 


PRICED RIGHT paca 
TO SELL RIGHT : 
TERMS 5% 30 DAYS 


Our catalog shows all of the styles. A salesman will show 
you the shoes. Write, for either one. 


VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VIRGINIA 
MANUFACTURERS 


LESS 5%-—30 DAYS 
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Slippers 





TURN SLIPPERS IN-STOCK 
No. 53 TAN—BLACK 

BLUE end BURGUNDY 

Patent pip- 


WILBUR K. FOSTER, Haverhill, Mass 
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Riding Boots 
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Kay’s Store Adds New Front 


HarrispurGc, Pa—A complete new 
front gives Kay’s Shoe Store an addi- 
tional 7 ft. for display purposes, an- 
nounces George R. Levin, manager. 

New modernistic windows permit 
greater possibilities in creating attrac- 
tive displays to catch the eye. 

One window, decorated for Fall, was 
particularly outstanding. A _ barrel- 
‘thead was used as a background with 
grapes on the side. In the other win- 
dow there is a moon center piece with 
the slogan: “Once in a million moons 
do you find such footwear smartness.” 

The windows have a white base with 
gold stripping. The store entrance be- 
tween the windows, has a yellow back 
base in terrazo with a red center and 
green and yellow border. 


New Crosby Managers 


Derroir, Micu.—Crosby Shoes, with 
two branches at 9716 Joseph Campau 
Avenue and 10569 West Jefferson Ave- 
nue, Detroit, are reported under the 
management of William Shapiro and 
Nathan N. Levine. Mr. Levine was for- 
merly manager under Ralph R. Pearl- 
man, former proprietor. 
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Fishermen Four 


oh «tye yy neve be Agee, Joe 
Quinn, Selby Arch rver represen- 
tative in the Midwest; Meade McCain, 
Swope Shoe Co., St. Louis; Al Pauly, 

Fuller, and Tom Flautt, 





MINNEAPOLIS, MINN. — Shoemaker 
stick to your last, but pioneer if you 
must, is the policy of C. M. Stendal, 
the Shoeist, at 1001 Nicollet Avenue, 
in Minneapolis. Mr. Stendal’s pioneer- 
ing takes him into the field of illumi- 
nation—for now he is said to be the 
only shoe merchant in the United States 
with his entire shoe floor illuminated by 
direct fluorescent lighting. 

The lighting effect produced gives 
everything its natural color and em- 
phasizes color schemes plus the fact 
this type of illumination uses less elec- 
trical wattage than the ordinary illumi- 
nators. The total wattage of the new 
lights for Mr. Stendal’s store. totals 
only 1080 watts, whereas, before the 
total number of watts being consumed 
by the older style lamps totaled 1500. 

One outstanding influence of the new 
lighting system is the lessening to a 
minimum the exchange of purchases by 
customers, according to Mr. Stendal. 
The true colors of goods and a restful 
atmosphere, both accentuated by the 
lighting, quicken and make sure of 
sales. 

Candle power in the working space 
is now 35 foot candles and is 10 times 
more illumination than was. obtainable 
from the former lighting system. In 
this way employee fatigue is reduced 
and the customer is thereby accorded 
better service. 

In all there are 10 units of lights 
arranged in rows of five, parallel to 





“AMAZING 
SURVEY 


Children’s Shoe 
Popularity 


Despite the exclusive character of 
the distribution of Propr-Bilt Chil- | 
dren’s Shoes, and of necessity, a 
market confined to those parents | 
who either take in their normal | 
stride the extra cost which Propr- | 

| 





Bilt construction necessitates, or, 
importantly, for their children’s 
sake, are told by doctors or fitters 
they MUST buy Propr-Bilt . . . 

PROPR-BILT, IN SALES sur- 
prisingly ranked near the top in 
children’s shoe sales. 

Ask now for Propr-Bili Litera- 
ture to have a leader for your chil- 
dren’s shoe department. 


Write for 





O'DONNELL 


Humboldt, Tenn. 

















each other. The fore units, six of them 
with three to each side of the floor are 
48 inches in length, each containing 
three of these fluorescent tubes. The 
rear two pairs are only 24 inches in 
length but also contain three of these 
fluorescent tubes. 

For the big window display along 
Nicollet Avenue, specially equipped 
fluorescent tubing will be installed to 
give proper night illumination to foot 
wear displayed there. 


Back on the Job 


DayTona BreacH, Fra.— Howard 
Brewer, assistant manager of Butle:’s 
Shoe Store, has returned to his post 
after an extended honeymoon. Both the 
bride and groom were formerly resi- 
dents of Washington. 
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THIS SALES 


IDEA CAN HELP 


INCREASE YOUR BUSINESS! 


LOT of retailers have told us recently 
that Scuffless heels have helped them 
make extra sales. We see no reason why 
this two-fisted sales point won’t do the same 
for you, too. 

Have you ever given it a try? 

If you’ve sold shoes with Scuffless heels, 
you already know what the sales power of 
PYRAHEEL is. But if you haven’t—then 
please do this: 

On your next order ask your manufac- 
turer to use Du Pont Scuffless PYRAHEEL 
plastic heel covering. Give it a single trial. 
See what it can do for you. Tell your sales 


people to take advantage of it. Have them 
tell your customers that the heels won't 
scuff—ithat they look new as long as they 
wear the shoes. We think the sales reaction 
will more than convince you that Scuffless 
heels make good shoes better—give your 
customers better shoes for their money. 


Scuffless heels won’t increase your costs 
in any way—but we’re sure they'll help 
make your sales easier—and your business 
more profitable. If you want additional in- 
formation, including list of manufacturers 
now using PYRAHEEL, feel free to write 
Du Pont. 








AY 


6.0.5. me Lort 


Scuffless 
PYRAHEEL 


REG. U.S. PAT. OFF. 




















E. tf. DU PONT DE NEMOURS & CO, (INC.), PLASTICS DEPARTMENT, ARLINGTON, N. 
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Dancing Shoes and Taps 


FLEXIBLE TAP DANCING SHOES 


IN-STOCK 
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Work Shoes 
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Hard Work Pays Dividends 


Lone Bgacu, CALIF.—Due to the ex- 
cellent record made while merchandis- 
ing the street floor shoe department 
in the Buffum Department Store, E. C. 
Bragg has been promoted to divisional 
merchandise manager. In addition to 
the shoe department, he now has 14 
other major departments under his 
supervision. Richard Dickerson is now 
shoe buyer for the street floor, while 
J. E. Connor is buyer for the lower 
level shoe department. 


BOOT anv SHOE RECORDER, September 9, 1939 


New Infants’ Line Stressed as Gift Items 


Boston, Mass.—Stressing the possibilities of infants’ shoes as Christmas items in 
the stock of the retail shoe merchant, Mrs. Day’s Ideal Baby Shoe Company of 
Danvers, Mass., is introducing a line of felt and quilted velvet slippers in the 


three to eight 


dize run. They are made in a variety of colors and are the creation 


of Miss Grace Guptill, daughter of the late Hervey E. Guptill, former Haverhill 
shoe manufacturer. Miss Guptill has recently returned to Mrs. Day’s Ideal Baby 
Shoe Company as designer, after an absence of several years. 





Shoe Men Cooperate in Fall 
Footwear Presentation 


OweEnsporo, Ky.—Local shoe retailers 
and shoe departments cooperated re- 
cently in an exceptional Fall footwear 
presentation in a special tabloid sec- 
tion of the Owensboro Messenger. 

Just recently, shoe men of Owens- 
boro joined in forming the Shoemen’s 
Club which functions as a division of 
the Chamber of Commerce. This special 
section of the Messenger was the result 
of the collaboration of the group upon 
a program to advance the interests of 
the group as a whole. 

Every retailer and department store 
featured their new Fall shoe stocks in 
attractive ads which were interspersed 
with short editorial stories on Fall 
styles and other information of interest 
to the customers. This 12-page section 
received many favorable comments and 
results were very gratifying. 

One of the activities of the newly- 
formed Shoemen’s Club was the organi- 
zation of classes in shoe fitting and 
selling which were available to shoe 


clerks, free of all cost. Once a week 
for eight weeks, the group met in a 
store of one of the members. 


Fall Catalog Issued 


PHILADELPHIA, PA.—A very complete 
catalog of the extensive list of juvenile 
shoes carried in stock for the Fall and 
Winter season has just been issued by 
J. Edwards & Co. of this city. The 
catalog, which is 7% by 9% inches, is 
of the flat opening type and is grouped 
to show process dress styles, children’s, 
misses’ and girls’ welts and youths’ and 
boys’ welts. A cut-out marginal index 
makes for ready reference to each 
group. All shoes are illustrated, and 
effective use is made of color—selling 
points on the various styles are also 
treated and examples given of promo- 
tional matter for the line that is 
available. 

Accompanying the catalog, but bound 
separately, is a catalog designed along 
the same lines but confined entirely to 
CorecTrep shoes—being the featured 
orthopedic line. 








—The salesman in a retail store or shoe department 
who reads and studies Boot and Shoe Recorder 
every week, is invariably a better salesman—for the 
customer, for the store and for himself. 


—The sales person in a retail or department store can make 
or break a line of merchandise, a franchise, or a trademark. 
POINT-OF-SALE is the most delicate and valuable contact 
in the whole scheme of merchandising. 
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Men Walk All 
STYLE sn COMFORT 


Salesmen, doctors, dentists, business 
men and younger men in all walks of 
life find FOOT-JOY Shoes the an- 


swer to fatigue and leg weariness. 


The FOOT-JOY principle of con- 
struction meets the present day con- 
ditions of unyielding floors, walks 
and pavements. The simplicity and 
logic of FOOT-JOY will appeal to 
men who want modern styling com- 
bined with comfort. They carry a 
man's weight correctly, and their 
stylish appearance lasts the life of 1188 1157 


1158 
Wing Tip in Wing Tip in Blu Oxford in 

the shoe. Tan Norwegian Only Tan Grain Calf Tan 
Only gian Only 


8 new SMART STYLES 
IN STOCK 


Eight new smart styles embodying 
up-to-the-minute lasts and patterns 
have been added to the stock depart- 
ment. They represent a wider range 
of style appeal to the younger man. 
Send for the FOOT-JOY catalog 
beautifully illustrated, which includes 
the FOOT-JOY chart, embodying 


the principles of construction. 


1163 
Black Calf 1161 1165 
Oxford Black Calf Black Calf 
1164 Saddle Oxford Oxford 


Same in Tan 1162 1166 
Calf Same in Tan Same in Tan 
Calf Cal 


FIELD ano FLINT CO. 


" 
TW, ae y 
{ “8 y Brockton Massachusetts 
i _ \ “Boot Makers to Gentlemen Since 1857” 
ay / (hal hi 


Also Makers DR. M. W. LOCKE 


f , 


E71 and ANATOMIK Shoes for Men 


[OE f ld 
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GRAMMAR SCHOOL ENGLISH TELLS THE 
STORY OF EPHRATA SHOES FOR CHILDREN 











Tip, Child's 842/12, A te 





GOOD 
SOME SHOES ARE THAT 


BETTER 
AND SOME SHOES ARE THAT 


BEST 


BUT EPHRATA SHOES ARE JUST THAT 





Send for our catalog of many 
popular styles 
WELTS and PREWELTS 


Attractive Regular IN-STOCK 
Patterns 


EPHRATA SHOECO., In. 


PA. 


EPHRATA 


1tt10—Burat Crushed 
—Ualined 

(ttt2— Tan Crushed 
—Unlined 


Infants’ /8 Cte D 
Spring Heel $1.75 























New Store Marks 
25th Anniversary 


SEATTLE, WasH.—Steadily expand- 
ing business in men’s shoes was cred- 
ited recently for the opening of a new 
and larger Florsheim Shoe Shop at 
1421 Fourth Avenue, replacing the 
store at 307 Pike Street. The ceremo- 
nies performed a double function, for 
the opening date, Sept. 1, marked the 
twenty-fifth anniversary of the en- 
trance of Florsheim shoes into this city. 

Manager J. L. McGreal told a local 
newspaper, “Our new quarters contain 
twice the space of the old location, en- 
able us to carry a much larger stock 
and range of styles and greatly facili- 
tate shopping. Especially for the open- 
ing, we have assembled the largest 
stock in our history of the latest Fall 
footwear and accessories.’ 

Opening ceremonies were planned to 
please both sports-lovers and entertain- 
ment lovers. Middleweight Champion 
Al Hostak fought his way through the 
cellophane covering around the front 
of the store. Speakers included James 
Phelan, football coach at the Univer- 
sity of Washington; Royal Brougham, 
sports editor of the Seattle Post-Intelli- 
gencer, and Margie Keeler, tap-dancer 
sister of Ruby Keeler. 

Free souvenirs were given to all 
persons visiting the store on the open- 
ing day. 

The latest shoe-fitting equipment has 
been installed. Inside, the store is 


trimmed in bleached wood; outside, 


travertine marble is used. 

Mr. McGreal, who has been with the 
Florsheim Company for 20 years, said 
the firm’s other Seattle store, at 901 
Second Avenue, would continue in 
business. 


Kauterman Named 


Colby Manager 


Dayton, On10—N. N. Kauterman of 
Lima has been named manager of the 


Practical Snow Boot 





Dayton Colby’s store, here, replacing 
L. A. Wright, who has become a first- 
floor floorwalker at the Rike-Kumler 
Company in this city. Mr. Wright was 
manager of the Colby store since its 
opening several years ago. 


Shoe Changes at 
Hale Bros. Stores 


San FRANcIScO, CaLir. — Several 
changes have been made in the shoe 


departments in the Hale Brothers’ 
stores, recently, according to Eugene 
Dunn, shoe merchandising manager for 
all the concern’s stores. 

In the San Francisco Market and 
Fifth store, E. B. Peers has been made 
buyer and manager of the ladies’ shoe 
department on the main floor. He has 
been in this store for about four years. 
and formerly was buyer for ‘“Heckman’s 
in Pasadena for seven years. 

L. 8S. Cadwell has been transferred to 
the: Sacramento store, from San Fran- 
cisco. 

L. Finegold is now ladies’ shoes 
buyer in the San Francisco Mission 
Street store. He was formerly as:'s- 
tant manager in the basement depa't- 
ment of the Fifth and Market store. 

In San Jose, W. Fulford has bee 
made buyer for the Hale Bros. ba:e- 
ment shoe department, taking the p! 
of N. Pope, who was made basem 
buyer in the San Francisco main st 
several months ago. 
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Why 


UNISHANK ? 





THEY USED TO BE LIKE THIS 


"Shoemaking technique 
keeps pace with fashion. . ; ; 
UNISHANK construction sup- 
plies the necessary strength 
where it is required in the 


modern shoe.” 


UNISHANK 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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HEARNS 
and allover New York! 


For the past four years, shoe mer- 
chants, chain and department stores in 
the New York area have been promot- 
ing and selling Help Feet products. 
Complete window displays (such as pic- 
tured here) and numerous other pro- 
motions prove how readily these alert 
merchants took to Help Feet! 


“Foot comfort is no longer a luxury.” 
Thai’s the phrase that’s selling Help 
Feet. Simply comparing the arch sup- 
ports and foot specialties with any sim- 
ilar products on the market—compar- 
ing quality for quality and price for 
price—clearly shows Help Feet prod- 


ucts to be superior. 


One 
Feet's popularity is the 
Protective Tip furnished 
with each pair of nickel 
silver metatarsal sup- 
ports. These 


from the cutting usuaily 
experienced with average 
metal supports. 

















Men's 6 - 13, 
narrow. 


RETAIL, per pair 


WHOLESALE, per dz. prs. 
$24.00 


HELP FEET, wc. 


manufacturers of 
arch supports and foot specialties 


381 FOURTH AVE., N. Y. C. 


NO. 402 METATARSAL SUPPORT 


reason for Help 


o«% 
wide and 











Carlisle to Keep Plant 
In Same Location 


CARLISLE, Pa.—Officials of the Car- 
lisle Shoe Company, a subsidiary of I. 
Miller and Sons, New York, have de- 
cided to retain the plant in Carlisle 
after employees agreed to co-operate 
with the firm through efforts of the 
Boot and Shoe Workers Union, an AFL 
affiliate. 

Under the plan agreed upon by the 
workers a trial period of six months 
will be made after an addition to the 
factory is completed during which time 
they will accept a 5 per cent wage cut. 
In the event the workers cannot earn 
as much money in the corresponding 


period of 1938, the cut will be restored. 

The company has agreed not to re- 
move its plant from Carlisle nor open 
a shoe factory within a radius of 200 
miles of Carlisle. It was also under- 
stood that the company will remove its 
Annville plant to Carlisle. 

The factory, with the help of local 
business men, contemplates a $30,000 
addition to the existing factory on spec- 
ifications to be drawn by the shoe com- 
pany. Shoe firm officials estimated it 
would cost between $18,000 and $21,000 
to move the Annville factory to Car- 
lisle. A total of $14,000 has already 
been pledged in a community fund 
raised to keep the plant in Carlisle 
where 750 workers had been listed on 
the payroll. 


New Rutland Bros. 


Department Opened 

St. Pererssurc, FLA.—Formal open- 
ing of the Rutland Brothers’ new shoe 
department in St. Petersburg took 
place recently. The department is un- 
der the management of Frank J. Car- 
penter, for 14 years identified with the 
retail shoe department in this city. 

The department has been completely 
remodeled. With deep-pile dubonnet 
rug, blond maple furnishings and pastel 
green leather upholstery, a_ striking 
and effective scheme has been estab- 
lished which has been repeated in th« 
clever two-tone shoe boxes of dubonnet 
and green which were designed by Mr 
Carpenter. 

Colored lights, ribbon chromium fix 
tures, and spotlighted plateaus made an 
innovation in window displays in the 
large east window of Rutland Brothers’ 
store. 

Arranged by Mr. Carpenter, the gay, 
smart new shoes, were shown to advan 
tage against a white background 
Across this background moved a myriad 
of colored lights, changing from red 
to blue, to amber and green. 

Three large, separate plateaus hold- 
ing the shoes were lighted by concealed 
spotlights. The ribbon chromium fix 
tures catch and reflect the colored 
lights and add to the effectiveness of 
the display. 

An innovation in display are the 
white plateaus, lighted by spotlights 
which eliminate shoe cases, and enable 
the customer to more closely examine 
the proposed purchase. These plateaus 
are lighted on dark days and in the 
evening by concealed spotlights. 

At the formal opening one pair of 
hosiery was given with each purchase 
of shoes. Roses were given to women 
visitors as favors. 

John E. Dexter and Cyril R. Tyler 
are assisting Mr. Carpenter in the de- 
partment. Mr. Tyler has been with a 
Tampa concern for five years, but is 
making St. Petersburg his home. 


Syracuse Store in 


New Location 


Syracuse, N. Y.—The 35th anni- 
versary of the Regal Shoe Store in 
this city coincided with the removal of 
the local unit from 372 S. Salina St. 
to 358 S. Salina St. The new location 
provides much greater space and is 
equipped with the latest in fixtures and 
fittings, making it as Manager Ff. P. 
Wallace describes it, “the most modern 
shoe store in the city.” 

Every men’s style carried in Regal's 
33 New York City stores is to be found 
in the Syracuse store. A complete 
women’s department has been added ‘o 
the store. The establishment’s facaie 
carries the words “Regal Shoes” in 
huge letters covering the entire secoid 
story of the building. The familiar 
Regal boot again hangs over the side- 
walk after an absence of several years. 
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Men’s Business Concentrates 
In Small Area 


Cuicaco, ILL.—With a radius of less 
than two blocks harboring 15 men’s 
shoe outlets, the Dearborn and Madison 
Street region of Chicago’s loop is fast 
becoming, if itis not already so, the 
most concentrated men’s shoe shopping 
area in the country. Located a block 
away from State Street, the women’s 
shoe haven and home of all the major 
department stores, this small area 
offers practically every price range and 
style of shoe for the male customer. 
On the west side of Dearborn just south 
of Madison Street there are four chain 
units located next to one another— 
Regal Shoes, Douglas Shoes, Nunn- 
Bush, and French, Shriner & Urner— 
all dealing exclusively in men’s shoes. 
Across the street and a little further 
south in the same block are men’s units 
of Maling Bros., and Hanover Shoe 
Stores. Also a little further south on 
the same street are Edwin Clapp Stores, 
Nettleton Shoe Stores, Stetson Shoe 
Stores (although not exclusively men’s 
has an unusually large department), 
and Feltman and Curme. In the next 
block north are branches of Florsheim 
Shoe Stores, Jarman Shoes, and an- 
other Nunn-Bush unit. Just around the 
corner on Madison Street is one of the 
stores of O’Connor and Goldberg carry- 
ing both men’s and women’s shoes. 


New Shoes from Old 


MONTGOMERY, ALA.—By pushing the 
“remodeling” of shoes, such as sandal- 
izing of old pumps and conversion of 
old brogans and oxfords into golf shoes, 
the Montgomery shoe factory has 
stepped up business to a snappy tempo 
during Summer months. 

For instance, they take last year’s 
white pumps, make them toeless and 
heelless, dye them a bright hue, add a 
buckle, and there you are, new shoes 
for old. Or they take outmoded evening 
slippers, cut them down to the small- 
est possible number of tiny straps, dye 
them and presto, the customer has a 
smart and economically attained pair 
of colorful accessories to the Summer 
wardrobe. 

Old brogues and oxfords they make 
into grand golf shoes by adding cleats. 


Moves to Larger Offices 


_. New York—The Modern Orthopedic 
Appliance Co., formerly located at 45 
West 29th Street, this city, has moved 
‘to new and larger quarters at 109 
West 26th Street, where they have 
leased 5000 feet of space. 
' This move, their second in four 
years, gives them much more space 
ri necessary for their expanding 


__ This company, of which Seymour and 
‘Sol Schwartz are partners, manufac- 
a arch supports and various foot 
“Specialties. Factory and sales offices 

ill be maintained at their new ad- 





XK 


OFF WITH 
THE OLD! 





Here’s the old fashioned “toe-stick.” 
It's no better than the one used by 
John Smith way back in 1792, when 
he invented shoe sizes. 


It costs you money in exchanges, 
complaints, shoe returns. 


It costs you time—because many try- 
ons are necessary before a shoe fits. 


It costs you customers because of slip- 
shod fitting results. 


It typifies old-fashioned merchandising 
methods. It belongs in a gas-lit shoe 
store that sells shoes in one width. 








ON WITH 
THE NEW! 


This is the modern “T” SQUARE 
MEASURE, patented by Charles 
Henry Brown in 1925, and improved 
in 1939. 


It saves you money because it cuts 
down size complaints, exchanges, re- 
turns. 


It saves you time because the first 
shoe tried on fits. The “T” SQUARE 
MEASURE will measure both men’s 
and women’s feet. 

The accurate fitting brings customers 
back to your store for additional shoes. 
The “T” SQUARE MEASURE is as 
modern as an air conditioned store. 
It belongs in shoe stores that mer- 
chandise modernly and are alert to 
present day methods of selling. 


“T” SQUARE MEASURES sell for $8.50 each. 
- Send your order directly to us, or write for details. 


CHARLES HENRY BROWN & SON, INC. a) wesrae. sr, wew vorx city 





Especially Designed for Young Customers | 


ae ¢ 


Simple but extremely attractive interior of the new Children’s Bootery 
in Beverly Hills, California. 


BEVERLY HILLs, CALIF.—Harry Gluck- 
man has just opened his new Children’s 
Bootery at 430 North Canon Drive. 
The store interior is strikingly done 
with murals depicting children at play- 
ground activities. Mirrors are cleverly 
set in the walls so that they appear to 
be parts of fishing ponds, swiming pools 
and the beach. A new X-ray machine 
is part of the store’s equipment. 


Ceiling light fixtures are representative 
of captive balloons, with dolls in the 
balloon baskets. 

Mr. Gluckman has been in the retail 
shoe business for the past 17 years, the 
last 15 of which as manager of shoe 
stores in this vicinity. He chose Beverly 
Hills as a representative high grade 
business community in which to estab- 
lish a high grade children’s business. 





SELL THOSE WINDOW SHOPPERS 
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“”) 
> 
Oo 
Qa 
z 
= 


TALKING 























BOOT anp SHOE RECORDER, September 9, 1939 





8 








FALL PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 








Se 














“B"— Orange & 


& 
brewn on buff 
background. 


Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets, show- 
ing the design only, are 
also available. 

We have in stock a com- 
plete selection of designs 


and color combinations. 








“H’— Black & 
erange on 
ackground. 


b. 


yellow 


- 


erenge on deep 
yellew back- 





“Q"—Bilue @ 


ground. 


6 Dozen 
$1.10 


12 Dozen 
$2.00 


The size—14” x 234” —ie 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per grose—$2.25 per 
half gross. 


We will send a circular showing actual samples, at your request. 


green 
white background. 





OWS VS o 


SMOdNI A 


ad AYWd 


L 








WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 


COLORFUL AND EFFECTIVE 

SHOW CARD AND PRICE TICKET 

SERVICE . nhs and seasonal dis- 

cards harmonising price 

every month with informa- 

tive messages on style notes, value, 
ete. Exclusive 





SERVICE 


MONTHLY 


CAROS HOLDERS 


BLANK 
TICKETS 





No. | 


$5.00 


12 6 








No. 2 


4.00 


8 4 





Ne. 3 


3.00 


6 2 





No. 4 








4 
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The Market Is Calling 





we we at 
gny'* 
,H rT) vy 


et we 


all buyere—wanting the latest and best—tested by 


comparison. 


No other shoe center gives to buyers the chance for 
a choice obtainable in the Marbridge Building. 
When in New York—be neighborly—a welcome 


awaits you on every floor. 


D. S. MACDONALD, Mgr. 


47 WEST 34th 


Also 1328 Broadway 
NEW YORK 


Obituaries 


Laurence S. Fagan 


NEWARK, N. J.—Laurence S. Fagan, 
office manager of the Seton Leather Co., 
patent leather tanners, Newark, for the 
past 15 years, died recently at his home 
in that city after a serious illness which 
had affected his activities during the 
past several years. 

“Larry” Fagan was very well known 
in the trade and had many friends who 
mourned his passing. He was 61 years 
old and is survived by a son and 


daughter. 


Howard L. Culver 


Eau Ciamp, Wis.—Howard L. Cul- 
ver, 69, pioneer shoe merchant, died 
August 26 in a local hospital of a heart 
attack. A native of La Messela, N. M., 
Mr. Culver came to Eau Cliare in 1880, 
and had been engaged in the shoe busi- 
ness for 52 years, starting as a sales- 
man in the shoe store of Culver & Elli- 
son. In 1892 Mr. Culver opened his 
own store with H. R. Potter, and in 
1908 bought out the latter’s interest. 
Mr. Culver’s latest store was known 
as Howard L. Culver & Sons, with his 
son, Homer T. Culver, as manager. 
Survivers include his wife, five sons 
and a daughter. 


ST. 








will read this 
series of 
messages in 


ESQUIRE 


© Robu Nu-Matics are the ONLY Cushioned 
Shoes which are 100% Nail-less. Not Nail- 
less in Name Only, but Nail-less in Fact. 
© The Roba Nu-Matic Cushion Extends over 
the Enstire Bottom of the Shoe. Ic is the 
Only Shoe That Provides this 100% Cush- 
ry wat e All Rohn Nu-Matic Features 

alt. 


” United States and Canada Patent 
Rights Prorect You on these 100 
Nail-less Nu-Matic Cushioned Shoes. 
@ Rohan Nu-Matics with their Out- 
standing Built-in Features Sell for 
$5, $6 and $7. Backed by National 
Advertising, powers Dealer Helps 

ap Unusually Efficient 
STOCK DEPARTMENT 
@ Scart Cashing in eon this mG 
Mi ERCHANDISIN: Opporta 
ity Now. Write ee More — 
ation About the Rohn Nu-Matic 
Line and the Rohn Franchise. 


ROHN SHOE MANUFACTURING CO. 
512 FLORIDA STREET, MILWAUKEE, WIS 





Oscar C. Affeld 


OcEANPORT, N. J.—Oscar C. Affeld, 
retired shoe manufacturer of Chicago, 
died here, recently, at the home of his 
daughter, Mrs. Casse Lehmann, after 
an illness of six months. He was 80 
years old. 

Born in Chicago, the son of Charles 
and Ernestine Von Orlander Affeld, he 
spent his life in business there until 
he retired and came to live here several 
years ago. Besides his daughter he is 
survived by two grandchildren. 


W. J. Pulley 


Fort Wortu, Texas—W. J. Pulley, 
62, who was a traveling representative 
of the J. W. Carter Shoe Company for 
a number of years, died at his home in 
Arlington, near Fort Worth, Texas, on 
August 29 after an illness of one day. 

Mr. Pulley is survived by his widow 
and two sons. Funeral services were 
held at Arlington on August 30, with 
local shoe travelers as pallbearers. 





Simplicity Demanded 
In Fall Shoes 


MIAMI, FLa.— Dealers report that 
there has been a tendency to keep step 
with more formal fashions this Fall, 
and that there is less activity in the 
fanciful ornate models. Not that shoes 
are severely plain; far from it, but 
there is a lessening in the overly 


trimmed effects that have been seen. 
Smartness is achieved by simplicity of 
line. Step in and Oxford ties in medi- 
um heels, with pumps in high heels, are 
the leading types. Platform soles are 
still quite active. There is a lot of 
importance given to heels. A low pyra- 
mid heel is being nicely received; keg 
heels are also good. The greatest sen- 
sation is in the new toe. The sultan 
last with its queer turned up toe has 
been received with tremendous approval. 
The square box toe for sports shoes is 
also selling well. Black lastex suede is 
leading in popularity. Suede is the 
most important shoe of the season so 
far. Suede with kid or calf trim is 
meeting with customer approval. Patent 
with tuxedo cloth trim has been an out- 
standing number. Black is running as 
high as 85 per cent in some stores. 
Dark blue is very good and there is 
much activity in the brown family, 
particularly the shades bordering on 
wine. There are appearing plenty of 
bow trims, the bows either of leather 
or fabric. Pleated bands of snakeskin 
or fabric are often seen. The new 
walled lasts have met with approval. 


New Women’s Store in Lowell 
LOWELL, Mass.—Under the manage- 
ment of Joseph F. Archibald, the Lowell 
store of London’s chain opened Sep- 
tember 1 at 101A Central Street. 
London’s specializes exclusively in 
women’s shoes and operates on the 
slogan, “No foot too difficult to fit.” 








[52] 


San Antonio Firm Expands Fourth Time 
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Zimmerman’s Completes Extensive Remodeling Project and 
Simultaneously Opens New Store in Shreveport, La. 


SAN ANTONIO, TExAS—Zimmerman’s 
Shoe Shop, 402-404 East Houston 
Street, has just completed an extensive 
remodeling and expansion program, 
and held a very successful formal open- 
ing. This firm also opened a new shoe 
store in Shreveport, Louisiana, on the 
same date of the San Antonio opening. 

This business was first established in 
San Antonio seven years ago by four 
brothers, J. B., John, Paul and Lew 
Zimmerman. The recent enlargement 
of the business is the fourth time Zim- 
merman’s have enlarged and expanded 
the business. 

According to J. B. Zimmerman, the 
business was first established as a shoe 
store handling juvenile sizes only. Then 
in 1934, a line of women’s shoes was 
added. 

The new San Antonio store increases 
the floor space by slightly more than 
100 per cent. Before the expansion the 
store had a 21-foot front. The new 
store has a front of 42 feet, is 75 feet 
deep and occupies two floors. When 
the new store was completed, the firm 
added four new salesmen to their force, 
which makes g total of 14 persons now 
employed at the new store. 

In connection with the expansion 
program, Lew Zimmerman moved to 
Shreveport, La., to take charge of the 
new Shreveport store. 


In announcing the new San Antonio 
store, Zimmerman’s used a total of 
three and one-half pages of newspaper 
advertising. The advertising not only 
played up the new store, but carried 
a number of illustrations of the new 
Fall line, with prices. Women’s shoes 
at $8.75, $9.75 and $10.75 were fea- 
tured, white juveniles in several styles 
and prices occupied about one-fourth 
of the total advertising space. 

One interesting feature of the San 
Antonio formal opening was a 15-min- 
ute radio broadcast over Station 
KTSA. The broadcast was by remote 
control, direct from the new store. 

In this broadcast, the announcer 
briefly interviewed each of the Zimmer- 
man brothers, and every employee in 
the store. Then the announcer called 
for interviews with old customers who 
might happen to be in the store at that 
time. Even the Zimmerman brothers 
were astonished at the results of this 
brief broadcast. 

Mr. J. B. Zimmerman says of the new 
store: “We now have much more room, 
and can give our stock better display. 
One side is devoted to women’s shoes 
and the other side to juvenile. We have 
increased our stock by about 50 per 
cent. The new opening was timed to 
fit in with the arrival of the new Fall 
styles.” 





Stresses Back-to-College 
Promotion 


Cuicago, ILL.—The importance of the 
back-to-college business in shoes is be- 
ing stressed by Marshall Field & Co. 
with its “The College Aisle of Foot- 
wear” in the main fifth-floor shoe sec- 
tion. Nearly all display cases along the 
main aisle are devoted to suggestions 
for footwear to be taken back to col- 
lege ranging from lounging and boudoir 
slippers to shoes for active sports wear. 
A sign at the entrance to the aisle of 
campus footwear reads, “Authentic clas- 
sics, flattering new dress-up styles and 
leisure-hour favorites are assembled 
here for your complete shoe wardrobe.” 

As part of the back-to-college promo- 
tion, which includes a college bureau, 
the store has issued a shopping list in 
the form of a booklet entitled, “Do 
You Have What It Takes?” 

Included in shoes listed as essential 
for the campus wardrobe are brown 
and white saddle oxfords, spectator 
sport shoes, dark buck oxfords with 
rubber soles, dress shoes, evening san- 
dals, huaraches, elk snow boots, tennis 
shoes riding boots or jodhpurs, ski 
boots, shower shippers, galoshes, carriage 
boots, toe rubbers, lamb’s wool lined 
slippers, scuffs, and bedroom slippers. 


Baker’s Adopts New 
Merchandising Policy 


San Francisco, CALir. — Baker’s 
Geary Salon has announced a new 
policy in shoe merchandising, and in- 
stead of carrying a full price-line 
range they are now concentrating on 
just two prices in women’s shoes—$6.95 
and $8.95. 

In the advertisement announcing the 
new policy they say: 

“Months ago we sensed a radical 
change going on in your mind .. . and 
in the minds of thousands of other 
alert, well-dressed women. 

“We determined to find out what this 
change was. Employing the established 
survey technic, we went right to you 
(or thousands like you), asked you to 
east your vote for what you wanted in 
shoes. 

“You told us you were tired of cheap 
substitutes for good shoes, but that you 
wanted your shoes priced so inexpen- 
sively that you could buy enough to 
complete your various ensembles. 

“Here is our answer! Thousands of 
exquisitely made, authentically styled, 
comfortable shoes you will be proud to 
wear, at two popular prices, $6.95 and 
$8.95 . . : no more, no less!” 

The first responses to their new 
policy have been immediate and en- 
thusiastic. 


Kempner Store Remodeled 


Liftte Rock, Ark.—The Kempner 
Shoe store recently was completely re- 
modeled and redecorated, approximate- 
ly $5,000 being spent on the remodeling 
program. Private and general offices 
of the firm were moved from the first 
floor to the north balcony to make room 
for a new shoe department. New fix- 
tures were instailed in the children’s 
department. The hosiery and accessory 
departments were also enlarged. 


Developing Market for 
Men’s Quality Footwear 
[CONTINUED FROM PAGE 24] 


country, it possessed the characteristic 
saddle stitching and a heavy double 
sole. Mr. Casey borrowed the saddle 
stitching idea, reduced the double sole 
to a half double sole in order to lighten 
the shoe a bit—and thus a new style 
was born. Full leather linings for com- 
plete comfort and durability were also 
added. 

The Dunmoor, also illustrated here 
in a reproduction of one of the Thayer 
McNeil advertisements, is another. The 
treatment of the blucher pattern is 
typically British, as is the fact that it 
is, as advertised, an “all weather” shoe. 

Furthermore, the two shoes men- 
tioned are not only all-weather but 
also, within reasonable limitations, “all 
purpose.” This is described by Mr. 
Casey as making a shoe versatile. Most 
men’s shoes, other than sport shoes, of 
course, should be so detailed as to make 
them suitable for wear with tweeds in 
the country or with the conventional 
worsted business suit to the office. They 
must have many purposes, protect the 
feet on stormy days and make them 
feel comfortable on fair days. Further- 
more, they must be inconspicuous, 
wholly lacking in any detail of color, 
design or material which could pos- 
sibly be considered effeminate. 

A striking example of how this 
theory was put into practice on another 
notable occasion was Mr. Casey’s treat- 
ment of Scotch grain leather when it 
first poked its head over the horizon. 
Here was something new and no one 
was quicker to recognize its possibilities 
than the Thayer McNeil Company. In 
their opinion, however, always keeping 
in mind the conservatism of their cus- 
tomers, it was a leather obviously in- 
tended only for rough wear or very 
stormy weather—or both. So Mr. Casey 
detailed his Scotch grain shoes in a 
much finer grain of the same family, 
suitable for fair weather or for foul 
-—and decidedly less conspicuous than 
the original sample. It created a vogue 
which swept the country. 

In between times, Mr. Casey concerns 
himself with such trifles as merchandis- 
ing boys’ shoes, men’s hosiery and men’s 
quality neckwear. Which not only gives 
him several different kinds of experi- 
ence, thus adding variety which is said 
to be the spice of life—and serves to 
keep him young. 
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It probably is— because Style Men 
everywhere find that BREASTLOCK 
HEELS enable them to attain new 
close-coupled effects and eliminate 


the danger that comes from using 
high Cuban Heels. 


Formerly Style Men didn’t dare try for close-coupled 
effects on high straight-front or Cuban heels. Finally 
we found out what was wrong with high heels and did 
something about it. We offered style men heels that 
were scientifically designed to strengthen the shoe at 
its weakest point, the heel breasting; heels designed to 
eliminate kick-back and kick-under; heels designed to 


eliminate wobble. 


And you’ll be pleased to know that, in spite of all these 


advantages, most types of shoes cost no more with 


BREASTLOCK HEELS; some cost less. 





[54] 


Besiseed ane ant hei 


BOOT ann SHOE RECORDER, September 9, 1939 








SALESMEN WANTED 


DEPT. FOR LEASE 


POSITION WANTED 





MANUFACTURER of outstanding complete 
instock line of Juvenile and growing gitl’s 
Goodyear Welts have opening for yes 
salesmen, strictly commission basis. objec- 
tion to their being carried as a side line. In 
replying give full information about age, road 
experience and type of line Re carry at present, 
length of time traveling te’ tritory. Names of 
three responsible parties to whom we may refer 
as to character and ability. 

itori ALASKA 


erri 
ARIZONA, 


SIPPI, MONTANA, NEBRASK 

NORTH CAROLINA NORTH’ DAKOTA’ 
OKLAHOMA, OREGON, SOUTH CAR 
OLINA, SOUTH DAKOTA, TENNESSEE, 
TEXAS. UTAH, WYOMING, WASHING 
TON. Address £409, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. 


NEWLY MODERNIZED Lg STORE, 
excellent location, Indiana. 


wants men’s shoes on a or Sato lease 
ferns Approximatel 0, 000° anntally. Ad- 
dress #398, care Boot & Shoe - 5 he ee 239 


West 39th Street, Nee York, N. 





LINE WANTED 


MAN who, has covered Pennsylvania and some 
New York territory for years would like tu 
make a change. Would like to contact line of 
Men’s or Boys’ shoes that wants good represen- 
tation in this territory. Can furnish excellent 
trade references. Address $408, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y¥. 








PROFITABLE SIDE LINE 
tablished, in-stock lMne hy little 
a and big boys’ Welts m+) 
$2.50 to $3.50. Depe ble stock 
excellent values. All territories om ting New 
England and New York State. ly men 
carrying ble lines c d State 
present connections in reply. 
Address 405, care BOOT & SHOE RECORDER, 
140 Federal St., Boston, Mass. 














SALESMAN WANTED for Minnesota, North 
and South Dakota established manufac- 
turer of Misses, Growi Girls, and Boys 
McKays and Welts to retail at_ $2.00 and $3.00. 
All shoes carried in stock. missions id 
weekly. No drawing. Address $407, care 

& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





Warr: Experienced shoe salesman for 


STORE FOR RENT—14x60—100 per cent 
location in of theatrical and shopping 
center, main street, New Rochelle, N. Y.; es- 
— we high = children’s and misses’ 
8 store for past rs; mey avail- 
~. Jan. 1, pe. For urther easton write 

and G. | he 81 Centre Avenue, 
Nee Rochelle, x 








EW, all modern shoe store to responsible 

party. Nerthern city 10,000 population. 
Only shoe store this rr of city. pf — 413 
Grand Avenue, Merrill, Wisconsin. 





HELP WANTED 





LIVE SHOEMAN, AS. oe. 36, Manager, Good 
Salesman; Window isplays; go anywhere 
L. Moss, Sunset Shoe Shop, 324 West 125th 
Street, New York City. 


MANAGER WHO THOROUGHLY UN. 
DERSTANDS FITTING SHOES, 39 
years old, 18 i experience, now employed, 
prefer New York State. References. Ad. 
dress $411, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


EIGHTEEN VEARe RETAIL Ny tet 
ENCE, managed 


4 chaia stores, s 
ments, private; age 38; seeks change, oy ae 
Leibow, 3035 Brighton Sixth Street, Brodklyn, 
New York. 











WANTED TO PURCHASE 








IRVIN RUBIN 
“The House of Jobe” 


Cer. Church 
New York City 








Buyers of Surplus Stocks 
cet re 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New Yort 
Phone WOrth 2-5377 and 5378 








Oklahoma and Arkansas to sell a 
priced line of Men’s and Boys’ Work aod _ 
Shoes on a commission basis. £406, 
care Boot & Shoe Recorder, 239 West 39th 


Street, New York, N. Y. 





SALaeMeN wanted with established trade for 
entire He. New Jersey, experienced in sel 

popular priced * and men’s dress and 

shoes for a New York any references 

ert $105, care Boot & seen, = ee 239 
‘West 39th Street, New York, N. 





was... Salesman for Philadelphia and 
sow New Jersey on si 

nion Mage "Werk Shoes as 
a side line. Address $410, care Boot & Shoe Re- 


corder, 239 West 39th Street, New York, N. Y. 





HELP WANTED 


Wesree ag ey anne mR 
rom to 

Mae’ fy thirty | forty. 

confidential. References required. Apply J ‘os. 

Ney & Sons Company, Harrisonburg, Virginia. 











WANTED 


General purchasing Fy thoroughly 
familiar all phases. Give full informa- 
tion t experience, age, salary 
wanted in first letter. Age no objec- 
tion. Strictly confidential. 


JOYCE, INC. 


5S Ne. Vernon Ave., Pasadena, California 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, W. Y. 





Telephone WORTH 2-5180-Si8i 




















Moves and Enlarges 
Shoe Department 


LAFAYETTE, IND.— The Juvenile 
Shoppe, of which Mrs. Mildred P. Rush 
is the owner and manager, has moved 
to larger quarters at 405-407 Columbia 
St., where she has enlarged her shoe 
department. The store now has a more 
complete line of footwear for infants 
and boys and girls. 





address should be counted. 
The rate for all display classified 





CLASSIFIED ADVERTISING RATES 


rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
a box number is desired twelve words should be added for the address. In all other cases each word of the 


advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
S© Advertisements for this page must be in our New York office on Friday of the week preceding publication “© 
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MERCHANTS’ NEEDS MERCHANTS’ NEEDS SALESMEN’S NEEDS 











No Mis-Mates with Mate Marks * * 
150 2450 ; EVERY SALESMAN NEEDS A 


ZIPPER 
PORTFOLIO 


BRANNOCK SHOE. 
FITTING SYSTEM 
4 INCREASE REPEAT SALES 
CT NEW CUSTOMERS 
SHOE STORES # ATTRACT NEW ¢ 


CANNOT AFFORD TO BE WITHOUT 3 SAVE % OF FITTING TIMI 
Cut down try-ons 


ONE OR THE OTHER OF THESE ores 
sna ist of thoe tactories offering Brannesk Devians FOR SHOE SALESMEN 
SHOE STRETCHERS ct wweeial eooperative price as 


THEY STRETCH—THEY LENGTHEN—THEY _ 16 samples in two 
EASE VAMPS—THEY LAST A LIFETIME Mayers’ Patented racks — silk 
SMALL AND COMPACT BUT PERFECT covered. Weight 3 Ibs. Size 
MANIPULATORS 22 x 13. 
PRICE $7.50 


IDEAL WINSHIP COMPANY, Inc. 


DISPLAYER 400 FIRST ST. UTICA, N. Y. 
* * 


VA 
\a (ippiigs 


' 
MAJOR TWIN STRETCHER —here's how to aet 
tue chess at a, time—even Uf, thay are ot “THEY LOOK AS THOUGH THEY uae B 9! l 
lete including vhree pairs of Right FLOAT ON AIR’ More usiness 
.. Vamp Easers and Bunion Irons is ° Fifth Avenue 
L Weighs 60 Ibs. IDEA 
x smart along th 
as part 





























-" br ty | HE Vincent Edwards idea Clipping Ser- 
is A ~~ 


vice has over 2,000 satisfied users. Each 

order filled according to what you 

want: wholesalers usually request best re- 

tail ads; manufacturers usually want ads 
" of competitive brands. 

RITE FOR A TRIAL ORDER $12 per dozen You will find that a study of newspaper 

Same price for cither men's or $6.50 ad clippings is the quickest and least ex- 


. t t h ‘ 
women's shoes—aspecify type you per half d = gag © keep in touch with what's 


M. D. POLLINGER CO. stamford, Cone Use coupon below to learn more about 
2 : this valuable service and the special short 
term trial offer. No obligation, of course. 











Made in U.S. A. 


PARAGON STRETCHER 

COMPLETE WITH 3 LASTS 

VAMP EASER AND BUNION IRONS World's Largest Advertising Service Organization 
NEW LOW PRICE 342 Madison Ave., New York City 

$13.50 F. ©. B. PHILADELPHIA Please tell me more about your sews- 

Order through your Findings Dealer or write to us - paper ad clipping service and special 


Laing, Harrar and Chamberlin : K : short term trial offer. 
43 N. 3rd St. Philadelphia Ca v Name 


Company 























City 














Lindell’s Enlarges Store 
JACKSONVILLE, FLA.—Lindell’s, oper- 
ating at 115 West Adams Street, has - Baraboo Store Sold 
again enlarged its store and is now 7} _'_—=——-—.e NDITIONED Barasoo, Wis.—The Arenz Shoe Co., 
oceupying double the space of the first a Wisconsin corporation, has purcased 
store opened some eight years ago. the Schey Shoe store here from M. H. 
William T. Perryman, manager, an- Schey, who has conducted the business 
nounces that he will stock new lines of for the past 34 years. The new store is 
nationally advertised shoes. A line of to be managed by Marvin Schroeder, 
millinery is being introduced so that Baraboo, with Raymond Keeffe as 
shoes, hats and handbags may now be st. clerk.. Both men were employes of Mr. 
had in ensembles. REE ERS Schey. 











